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A STEP FORWARD. 


The Roll of Honor has entered 
its seventh page and now contains 
the descriptions and circulation 
figures of more than three hundred 
papers. It is evident that this de- 
partment of Printers’ INK will be 
more extensively utilized at the be- 
ginning of the new year as a means 
of announcing circulation averages 
for 1903. y 





* * 


The American Newspaper Direc- 
tory is published annually, and its 
next issue will appear in April, 1904, 
Publishers who have a growing 
circulation to report and those who 
are now anxious to make the re- 
quired statements for the Direc- 
tory, find that the annual edition 
puts a long interval between cir- 
culation ratings. 

” * + 

Those publishers who have been 
prevented from entering the Roll 
of Honor by reason of not having 
obtained for some cause a figure 
tating in the 1903 issuz of the Am- 
erican Newspaper Directory, are 
especially loud in protest against a 
ruling which has so far excluded 
them from entering the Roll of 
Honor. 

~ . 

Their protests have been con- 
sidered and an amendment has 
been made in the rules which gov- 
ern the Roll of Honor, whereby a 
paper may gain admission if the 
publisher is willing to send now a 
detailed and signed circulation 
statement to be used for entry in 
the 1904 issue of the American 
Newspaper Directory, or if he 
has already done so. Circulation 
Statements so entered in the Roll 
of Honor will be designated by 
an asterisk (*) placed after the 
Arabic figures. (See explanation 
at head of first page of the Roll of 
Honor.) 

. 7 * 


This amendment was decided 
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upon after careful consideration. 
Some of the most prominent pub- 
lishers and advertisers advocated 
the measure in emphatic terms. 
When it is taken into account that 
the Roll of Honor is primarily in- 
tended to be of practical value to 
the advertisers of the country, it is 
evident that as many publications 
as have the requisite qualification 
should be listed, and that every one 
willing to fulfill now the essential 
conditions which secure admission 
in this department should be 
eligible. 
» ” * 

It continues to be true that no 
amount of money can buy a place 
in the Roll of Honor for a paper 
not having the requisite qualifica- 
tion, that is, not having placed on 
file a detailed, signed and dated 
statement strictly conforming to 
the rules of the American News- 
paper Directory, which statement 
is open for inspection at the office 
of Printers’ INK whenever de- 
manded, and will secure the paper 
in the 1904 edition of the Directory, 
now undergoing revision, a circula- 
tion rating in Arabic figures. 

It is hoped that this course will 
influence many more papers to 
qualify themselves to enter the Roll 
of Honor by fulfilling the simple, 
honest, but eminently desirable and 
valuable requirements that secure 
admission. Such will be a decided 
and welcome step in the right di- 
rection and tend to gain for each 
paper so qualified the good will 
and substantial support of adver- 
tisers. 

* + 

The ratings in the Directorv for 
next year, as well as the present 
entries in the Roll of Honor. will 
be based on the daily, weekly or 
monthly average for 1903. There 
is something complete and attrac- 
tive about a yearly average. It’s 
the best and most convenient form 
of a circulation rating that has 
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ever been put forward. Every pub- 
lisher, whose publication has gained 
since 1902, is naturally anxious to 
let advertisers know the extent of 
that gain. As the new issue of the 
American Newspaper Directory 
will not be in the hands of adver- 
tisers till April, 1904, the publish- 
er of a growing newspaper, trade 
journal, magazine, mail order, 
agricultural or religious paper 
finds it a valuable privilege to be 
able to demonstrate his gains 
through the Roll of Honor several 
months in advance of the appear- 
ance of the new Directory. And 
the Roll of Honor is the only place 
where the new ratings can be con- 
spicuously and cheaply announced. 
It is the only medium, practical 
and low priced, circulating as it 
does among advertisers every week 
and commanding their respect. Its 
ratings are subject to the strict 
rules which govern the American 
Newspaper Directory, the standard 
work of its kind in the world. 
. ’ 


When the present issue of 
PrinTERS’ INK appears, many pub- 
lishers of monthly journals will 
know the number of copies printed 
for December and be in a position 
to announce their whole 1903 rat- 
ings. The publishers of weeklies 
and dailies, by careful preparation 
of statements in advance, can 
easily submit their new ratings in 
time for the issue of Printers’ INK 
that goes to press January 6th, so 
that their announcements will be 
before advertisers January 13, 1904, 
or three months earlier than they 
can be published in the next issue 
of the American Newspaper Direc- 
tory. Many of the papers now 
using the Roll of Honor are con- 
tent to publish only their 1902 rat- 
ings, others keep their circulation 
figures posted to date. Some show 
vigorous gains from month to 
month during 1903, and their aver- 
ages for the year run anywhere 
from ten to fifty per cent over the 
ratings of 1902. A large propor- 
tion of the papers now in the Roll 
of Honor will have an increase to 
announce, as the department rep- 
resents the cream of American 
periodicals. Other publishers with 
mediums that are eligible have sig- 
nified an intention to use the Roll 





of Honor as soon as they have cir- 
culation figures for the passing 
year at hand. The writer predicts 
that the beginning of the year will 
see a general growth of the Roll 
of Honor, as the underlying idea 
of it is of such a practical value to 
publisher and advertiser alike as 
to make its service an ideal direc- 
tory, up-to-date and revised, if de- 
sired, every week in the year. 
Cuas. J. ZINGG, 
Managing Editor. 
sitiaianaiampebiiaaaiteieaee 
CLEANSING TYPE. 
PHILADELPHIA, Nov. 23, 1903. 
Editor of Printers’ Ink: 

In regard to request of Ludin Realty 
Company for a substitute for benzine 
for cleansing type, the writer would 
suggest that the following combination 
—though somewhat more expensive than 
benzine—may prove useful. 

Clean the type with a mixture consist- 
ing of kerosene (150 proof), 1 barrel; 
Oleum Rusci, 1 pint; mix. After cleans- 
ing—which this mixture will do well— 
rub off the type with a rag, moistened 
with acetone, this being necessary as the 
kerosene leaves the type slightly greasy. 
Acetone, while inflammable, like alcohol, 
is not explosive and can be bought ‘in 
quantities at from 9 to 11 cents per 
gallon. Trulv yours, 

Epmunp D. Pinter. 

No. 1906 Tioga street. 





os 
THE ST. PAUL “GLOBE ” 
New York. N. Y., Nov. 25, 1903. 
Editor of Printers’ Inx: 

I hand you herewith copy of the St. Paul 
Globe of Sunday, November 22, which carries 
thirty columns more of advertising than any 
other Twin City paper of that date. The Globe 
has recently installed a color press, and a color 
supplement is now a prominent feature of its 
Sunday issue. The detailed circulation state- 
ment furnished to you for your Roll of Honor 
shows the Globe to have had a daily average 
for the first nine months of 1903 of 31,529 cop- 
ies perdav. Undoubtedly a great manv ad- 
vertisers who read Printers’ Ink would be 
interested in these frcts. 

Yours respectfully, 
Cuas. H. Eppy. 
aliens 
JUSTICE TO THE CHICAGO 
“RECORD-HERALD.” 
Curcaco, Nov. 17, 1903. 
Editor of Printers’ INK: 

T want to say, in justice to the Record- 
Herald, that since I wrote you last I 
have been informed by Mr. Noyes that 
the Record-Herald planned its agricul- 
tural department independently of the 
Tribune and that its staff were surprised 
to find the Tribune’s Practical Farming 
Department planned for the same date 
as their own. Truly yours. 

Mepttt McCormick, 
Assistant Publisher. 

“Wuat They Say” is a booklet of 
local advertisers’ testimony sent out by 
the Republican-Register, Galesburg, Ill. 
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6 
SPHINX CLUB PROCEED- 
ING 


. 


At the fifty-ninth dinner of the 
Sphinx Club, held at the Waldorf- 
Astoria November 11, the question 
up for discussion was “The Parcels 
Post in its Relation to Adver- 
ticing.” The first speaker intro- 
duced by President Daniels was 
Henry A. Castle, Auditor of the 
Postoffice Department, Washing- 
ton, D. C., who said in part: 

I don’t pretend to be « postal expert. 
I was Auditor of the Post Office Depart- 
ment under President McKinley, have 
held that position twelve years and 
served under six Postmaster-Generals. 
But two officials at Washington have a 
general knowledge of the intricate postal 
system—the Postmaster-General and the 
Auditor. All other officials have charge 
of a bureau or division. I am a student 
of postal affairs, and expect to be the 
rest of my life. The post office has 
grown to be the greatest of all the de- 
maa of our government. The trial 

alances for the year ending June 30 
show that the revenues were $134,224,- 
443; expenditures, $138,784,488; money 
orders sold, $388,865,584, and money or- 
ders paid, $364,856,893, which makes the 
total financial transactions $1,026,731,- 
408. These transactions far exceed those 
of any other country in the world. The 
total number of employees in the postal 
service is something like 230,000, which 
exceeds in numbers all the other em- 
ployees of the government, including sol- 
diers and sailors. In about seven years 
the financial transactions of the United 
States Post Office Department have in- 
creased nearly 88 per cent—nearly double 
—and it don’t show any sign of falling 
off. In the last five years we have built 
up a logical, beneficial rural free de- 
livery, yet our statute books say nothing 
about it! Eight or ten years ago $10,000 
was appropriated for the oo of ex- 
perimenting with this rural free delivery. 
There was no organization, no law, no 
system about it. It was left entirely in 
the hands of the Postmaster-General. 
This is the way the postal service has 
been built up—by executive action, ham- 
pered and restricted by hastily drawn 
congressional bills. Now for the par- 
cels post. There are several bills in 
Congress, no two alike. The proposition 
I have always regarded most favorably 
is the one which fixes the price on par- 
cels at six cents for the first pound and 
two cents a pound thereafter, instead of 
sixteen cents a pound as at present. But 
it seems to me that two things should 
precede this. First, the adoption of 
some simple system of making remit- 
tances. The post check system, if carried 
through, will do away with the obiec- 
tions to the present system. The other 
necessary preliminary is a very large re- 
duction in the amount paid the railroads 
for carrying mails, The post office can- 
not afford to carry perests at two cents 
a pound and pay the prices it is now 
paying the railroads.’ During the year 
ending June 30 the cost of transportation 
of a pound of mail was nearly eight 
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cents, besides the expense of collecti 
and delivery. The total carried in i 
year was 745,742,872 pounds. Fourteen 
per cent in weight was first-class matter 
(letters and postal cards) and they paid 
sevent -eight per cent of the revenue, 
Sixty-five per cent by weight was second- 
class, and paid four per cent of the 
revenue. Third and fourth-class matter 
weighed twenty-one per cent, and paid 
eighteen per cent of the revenue. The 
profitable matter is first-class. It is a 
question of equity and justice how much 
we are going to burden the patrons of 
first-class mail for the benefit of patrons 
of the other classes. We are already 
burdening them for the patrons of the 
second-class mail. How far are you 
going to carry it? When are you goin 
to stop? The argument is that Englan 
has a parcels post and that we ought to 
be up-to-date in all such enterprises, 
England is a small country, and the 
mails have to be transported but short 
distances. They are carried on freight 
trains, in car load lots, at slow rates of 
travel. That, perhaps, would be satis- 
factory here if we could get the same 
rates of freight, but they have a very 
ingenious and satisfactory arrangement 
in regard to the cost of transportation 
of the parcels post. The government 
pays to the railroads fifty-five per cent 
of what it receives arfd retains forty-five 
per cent for covering the other expenses 
of the transaction. Before the parcels 
post becomes a fact in this country we 
must make new contracts with our rail- 
roads for carrying the mails, and at 
greatly reduced rates. 

The next speaker was J. S. 
Cowles, secretary of the Postal 
League: 

The expressman obstructs the advance 
of the post office in the United States. 
The year 1885 saw the United States 
provided with a uniform two cent letter 
post, a four pound merchandise post, and 
a_cent-a-pound public school, public 
advertising post. During the ten years 
er pee 1885, however, the expressman 
held well nigh supreme sway at Wash- 
ington. The splendid postal schemes pro- 
jected by Postmaster-Generals Vilas and 
Wanamaker were effectually side-tracked. 
Mr. Vilas would have solved the ques- 
tion of railway mail pay by the govern- 
ment ownership of postal cars—saving 
thereby the full value of the cars every 
year. Mr. Wanamaker would have re- 
organized the whole service on a busi- 
ness basis, and made such postal scan- 
dals as have resulted from the express- 
man’s control of the post office impos- 
sible. Mr. Wanamaker would also have 
secured to us a one-cent letter rate, ten- 
cert telegrams, three-cent telephones, 
house to house collection and delivery, a 
steadily extending parcels post—foreign 
and domestic—but the four great ex- 
press companies stood in his path and 
dammed his every movement forward. 
They cut off the free-reforwarding sys- 
tem from everything but first class mat- 
ter. In 1896 they re-enacted the law 
restricting the weight limit of merchan- 
dise to four pounds. The same year 
Mr. Loud of California brought forward 
their subtle proposition for the final 
abolition of the post office by first abolish- 
ing that great organ of public intelli- 

(Continued on page 8.) 











ing 
the 


rs 


i Ee eel - ee 


‘oe > | 





PRINTERS’ INK. 7 
ee 
Little Lessons in Publicity—Lesson 11. 

The Greatest Power in Advertising 
f 
Is Suggestion. 


Ivory Soap made its enormous sales by the suggestion that it was white 
and pure and would float; Dr. Kilmer by the suggestion that people had 
kidney trouble and didn’t know it; Shredded Wheat by the suggestion to 
housewives that tempting dishes could be prepared with it. May I present a 
few suggestions to you? 








Suggestion I. 


Washington, the Nation’s Capital. Permanent population, 290,000 
(visiting population, 300,000 yearly). Contains the best paid body of em- 
ployees in the world. THE EVENING STAR reaches everybody reachable. It 
gives national as well as local publicity and is one of the certainties in adver- 
tising. 


Suggestion II. 


Baltimore, the Gateway to the South and the sixth city of the United 
States. Population, 500,000 THE BALTIMORE NEws reaches the purchas- 
ing classes. Covers a field that three morning papers divide. Why not 
reach all with one appropriation? THE NEws is an excellent advertising 
investment. 


Suggestion III. 


Indianapolis, the great railroad center, Capital of Indiana, anc center of 
population of the United States. THE INDIANAPOLIS NEWS covers city and 
State thoroughly, with a larger bona-fide paid, home circulation than all other 
Indianapolis dailies combined. THE NEws is the best by any test. 


Suggestion IV. 


Newark, N.J., the wealthiest city of its size in America. Population 
245,000. THE NEWARK NEws covers its territory “like a blanket.” Has 
eight times the circulation of its only competitor and three times the circula- 
tion of any other paper published in New Jersey. THE News has a Sunday 
issue. 


Suggestion V. 


Montreal, the New York of the Dominion of Canada. Population 
300,000. Very susceptible to American advertising and ideas. THE MON- 
TREAL STAR, Canada’s greatest newspaper, is delivered into ninety per cent 
of the homes of the English speaking families in Montreal every evening. 


Suggestion VI. 

Minneapolis, the great city of the great Northwest. Population, 225,000. 
Thrifty, well-to-do English-speaking people. THE MINNEAPOLIS JOURNAL, 
the great daily of the great Northwest, reaches practically all of the homes 
of the purchasing classes. Has a larger home circulation and carries more 
advertising than any other daily in the Northwest. 


All advertising is good, BUT the home evening daily produces the best 
results. It goes into the homes when there is leisure and inclination for 


reading. 
M. LEE STARKE, 


ba ilding, 
Tribune Building, wer. General Advertising. ""'thicado. = 


























ence, the cent-a-pound publishers’ post. 
ow the necessity of a cheap, efficient 
parcels post as @ supplement to the 
cent-a-pound post has become evident 
among business men and the people, The 
merchant or producer who cannot present 
a sample of the goods offered is at a 
great disadvantage with his competitor 
who has samples on exhibition and who 
carries them to his prospective market. 
We speak for the products of the small 
manufacturer, In the United States 
we have thousands of these, none of 
whom can individually afford to bear the 
expense of sending capable salesmen to 
the ends of the earth, The simplest and 
most effective foreign advertisement is 
by sample, and by parcels post these 
may be most easily distributed, Send 
from [razil, to a hundred selected 
names taken from the Blue Book of 
Philadelphia, one hundred samples of 
geome extra delicious coffee, duly labeled, 
and a demand for that brand of coffee 
would instantly create orders for stocks 
from our leading grocers. Our consul 
at Formosa, Mr, James W. Davidson, 
says: “I think of no convenience that 
our government could offer that would 
60 soon show such profitable return as a 
arcels post with the East, The United 
States is noted in the East for the 
superiority of its small manufactures, 
Countless catalogues of attractive novel- 
ties reach the East, and the magazines 
and trade journals convince us that our 
wants are many; but so complicated, un- 
reliable and expensive are the private 
express services that one finds it im- 
practicable to send to America for any- 
thing unless the amount of the order is 
sufficient to justify having the shipment 
sent by freight. Complaints of losses 
through the express companies are the 
rule rather than the exception, and it is 
an actual fact that a certain well known 
photographic dealer in Tokyo informed 
me, in all seriousness, that his corres- 
pondence clerk had standing orders to 
add to every American letter relating to 
the possible purchase of goods: ‘Under 
no circumstances ship by express.’ A 
parcels post service would be of inestim- 
able value and directly enlarge the sale 
of amall manufactured articles, novelties, 
etc., in the East, while indirectly, by 
rendering possible the cheap, safe and 
speedy transportation of samples, it 
would be of benefit in increasing the 
volume of our general exports which are 
shipped to the East by freight. Some 
thirty days are usually required for mail 
matter from New York to reach For- 
mosa and some two months for freight 
shipments." The advertisements are 
renderd almost valueless because it 
is practically impossible to get the ad- 
vertised product. Louis Ayme, lately 
returned from his Consulate at Guade- 
loupe, West Indies, tells a similar story: 
“If we could have a parcels post, up to 
ten pounds,” he says, “great quantities 
of clothing, shoes and hats would be 
bought in the United States which are 
now bought in France. The trade would 
turn to us naturally, because of the 
shorter time it would take to fill orders. 
This state of affairs is peculiarly irritat- 
ing in connection with the purchase of 
machinery. There are all sorts of ma- 
chines and parts of machines which they 
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would order by mail from the United 
States if there were a parcels post. It 
would be a great saving even to the 
dealers in staple food stuffs. As it ig 
now, they have to keep salesmen in the 
field who command good salaries, because 
of linguistic requirements. With a par- 
cels post they could send five-pound 
samples that would serve the purpose 
quite as well, The attractive aavertise- 
ments that one sees in the papers and 
magazines are so irritatingly impossible, 
Vor instance, one reads of a house tele 
phone, or a little storage battery, with 
a fan attachment. If he could get it 
down there for a reasonable price he 
would order it. New brands of goods 
could be readily introduced. At present 
merchants order only such goods as they 
know they can handle in bulk and sell 
at a profit. They venture into no untried 
fields. With a parcels post, the people 
would do their own introducing. The 
United States is losing $2,000,000 a year 
in small mail orders from the West In- 
dies by not entering the International 
Parcels Post Union."’ More than 60,000,- 
ooo merchandise parcels were handled in 
the international postal services of the 
world in the year 1900, and of these the 
5,445,832 parcels of declared value were 
estimated as worth over $300,000,000, 
Our Deputy Consul General at Frank- 
fort, Germany, reports an increase in 
value of German postal parcels exported 
in 1903 over 1902, of $4,072,000. In 
this service the United States does hard- 
ly a fourth the business of Spain or of 
Denmark and considerably less than 
Tunis or Egypt. So low indeed does 
she stand that her name is not even 
mentioned among the thirty-four coun- 
tries giving returns of the parcels ser- 
vices to the International Postal Bureau 
in the year 1900. The point that I have 
hoped to impress especially upon you 
this evening is the powerlessness of the 
opponents of the post office to prevent 
the growth of this greatest of govern- 
mental institutions. Whenever the issues 
have been clearly made, the United 
States Post Office versus the United 
States Express Companies, the Post Of- 
fice has always won the contest. It has 
advanced with leaps and bounds in re- 
cent years in spite of its opponents. And 
now the time has come for another great 
step forward. The very scandals that 
fill the air are evidence of waste, the 
avoidance of which would go far to meet 
any expenses resulting from an exten- 
sion of the service. The long session of 
Congress of this winter preceding the 
elections in 1004 offers a rare oppor- 
tunity to the American Citizen King to 
impress his will unon his servants at 
Washington. Gentlemen will desire to 
be popular next fall. and the support of 
Col. Pope’s Parcels Post Bill consolidat- 
ing third and fourth class matter. ex- 
tending our four pounds weight limit to 
the eleven pound limit of other civilized 
countries, providing for house to house 
collection and delivery, and for postal 
insurance on all mail matter. this with 
rates on three ounce parcels a cent, one 
pound parcels a nickel, eleven pound 
parcels a quarter, the support of this 
bill cannot fail to be popular. 

Chairman Daniels.—I want to say & 
few words regarding the railroads. It 


(Continued on page 10.) 
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ONE AD IN PRESS SOLD 147 BOXES! 





JOSEPH FLEMING & SON, 
IMPORTERS AND 
WHOLESALE DRUGGISTS, 
410 ano 412 MARKET STREET, 
1 ann 2 DIAMOND SQUARE. 


PiTTseuRG, Pa., Oct. 9th, 1903. 


Press PUBLISHING Co., 
Fifth Ave., City. 
GENTLEMEN: 

The returns from our advertisements in 
THe Press have been so satisfactory that we | 
wish to congratulate you on it as a business 
getter. 

Recently we had a half-column ad of 
Mi-o-na in THE PRESS ONLY, and the 
next day we SOLD ONE HUNDRED AND 
FORTY-SEVEN BOXES. This is some- 
thing phenomenal, and we take this means 
of advising you, as we feel it is worthy of 
special notice. 

With best wishes for your continued 
success, we remain, 

Yours very truly, 
Jos. FLeminc & Son, 
Per W. P. Martsolf. 








A Voluntary Testimonial of the Value of 


THE PITTSBURG PRESS 


asa 


BUSINESS GETTER 




















Cc. J. BILLSON 
MANAGER OF FOREIGN ADVERTISING 











New York and Chicago ad 
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has gotten to be a ts | common occur- 
rence for men to talk glibly in regard to 
railroads. My entire life has been spent 
in the transportation service of this 
country, and | have watched the develup- 
ment of this country from Chicago to 
the Pacific Ocean. The first time I went 
west of the Missouri River, the Indians 
occupied a large portion of the State of 
Nebraska. Thanks to the railroads, the 
State of Nebraska raised this year over 
300,000,000 bushels of corn, and the rail- 
roads are hauling it at a less rate than 
is charged in any other country on the 
globe. The railroads of America are 
the greatest single educational institu- 
tion in the United States, and as factors 
in civilization they are as far ahead of 
the Post. Office Department as the Post 
Office Department is ahead of a corner 
ocery in the mountains of Kentucky. 
es an officer of one of the greatest 
railroads in this country. I need nut 
mention its name. Go into the capital of 
any civilized country on the globe and 
you can read documents issued by that 
company for the benefit of those who 
desire to come to the United States. It 
don’t matter whether they have a parcels 
post or not, we manage to get our adver- 
tising there. The conditions affecting 
transportation in the United States are 
constantly changing, and some of the 
men I referged to a few minutes ago 
have no more idea of those changing 
conditions than they have of what is 
going on in the Kingdom of Heaven to- 
night. I will give you one illustration: 
en I went to Denver as a pool com- 
missioner, we were asked by the people 
ot Colorado to make a very low rate on 
flour from points on the Missouri River, 
where it was produced, because there 
‘was not enough wheat raised in Colorado 
at that time to supply the demand for 
flour. Before I left Colorado, four years 
later, the railroads were asked to make 
a low rate on flour from Colorado to the 
Missouri River, as through irrigation 
mcthods the farmers of Colorado had 
been able to raise enough to produce all 
the flour needed in Colorado, and to have 
agg a large amount to ship elsewhere. 
‘he Colorado flour was shipped as far 
south as Tennessee, it being especially 
adapted to the manufacture of crackers. 
I will not sit in any public assembly where 
I have an opportunity to raise my voice 
and permit wholesale abuse of the rail- 
roads without replying to it. The rail- 
road that runs out of the Grand Central 
station carries the mail of the United 
States on nearly every train that leaves 
there, and there is a train leaving about 
every fifteen minutes from 12 midnight 
until 11.45 at night. When the famous 
Twentieth Century Limited train was 
put on, the people of the old countries 
said it might be run ten or fifteen days 
as an experiment. It is running daily, 
fusu of passengers, and making exact 
schedule time. Every time the Post Of- 
fice Department has called on us to add 
to our postal facilities we have promptly 
complied. The talk that the railroads 
have the government by the throat is all 
rot. The railroaas of the United States 
give the people the best service in the 
world and at the lowest rates—and at the 
same time pay the _ wages of any 
railroads in the world. 


Colonel Albert A. Pope.—Let’s get 
down to business. We have our rep- 
resentatives in Congress. They are our 
servants, eiected to do our bidding. We 
want a parcels post, and none of us 
want something for nothing. We want 
the government to give us a proper par- 
cels post, but we don’t want it to do so 
without a profit. I was a warm advocate 
of good roads years ago. The more [| 
talked and the more money I spent in 
the cause the more bicycles I sold. So, 
every dollar you spend now in aid of 
the parcels post will come back many 
times over. If we get it, publishers and 
advertisers as well as the general public 
will be immensely benefited. Work for 
it yourself, and try to induce others to 
do likewise and success will crown our 
efforts. 

C. W. Post.—I have spent money and 
time on this subject. here has been 
opposition to it by the express companies 
and their allies, yet farmers and mer- 
chants all over the country have been 
writing to their representatives in Con- 
gress, urging and lusisting on their work- 
ing for pone! currency. I believe in 
the parcels post and I am going to help 

usl Col. Pope’s bill through Congress. 

want to say right here and now to you 
publishers that you have never fully 
realized the tremendous force there will 
be in poet currency and the parcels 
ost when you get them in operation. 

t will make it possible to increase your 

circulation and make it possible for ad- 
vertisers to earn more money per thou- 
sand circulation than ever before. The 
government pays a price that is almost 
scandalous to the railroads for carrying 
the mails. Trolley lines have to pay 
for their franchises, and to ask the rail- 
roads of this country to haul the mails 
free for the privileges we grant them, 
would not seem to be a very radical 
measure. At the most, the railroads 
should not charge the government a 
profit for carrying the mails, but should 
be willing to do it at the actual cost. 
, Mr. Castle stated, in reply to a ques- 
tion, that he had never been able to find 
out just what the express companies paid 
the railroads. Under the old arrange- 
ment the Post Office Department would 
carrv 100 pounds of serial novels, called 
“periodicals” from New York to Chicago 
for a dollar, and the express companies 
would underbid the government for that 
distance. The government pays the rail- 
ruads to-day the same rates that it paid 
them in 1898, notwithstanding the fact 
that all other freight and express rates 
have heen very much lowered. 

F. W. Schumaker, of “Peruna,” Co- 
lumbus, O., said he believed there was 
a great need for a parcels post—for an 
international parcels post; that it would 

of almost incalculable value to the 
merchants and the people: that we had 
a business administration that had helped 
the manufacturers and advertisers of 
this country to invade foreign countries 
successfully. If a coterie of people were 
blocking wavs and means, the advertisers, 
backed by the press, could sweep aside 
all obstacles. 

Mr. George P. Rowell.—Tohn Wana- 
maker said, some years ago, that there 
were four vood and sufficient reasons 
whv we should not have the parcels post 
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America, namely—four express com- 

aah a We may eventually have the 

t, There is a ~ a 

about printed matter being carrie 

pi great ie to the Post Office Depart- 
ment. I remember appearing before the 
Board of Trade and ‘Lransportation a 
number of years ago when a committee 
was appointed to discuss and consider 
the matter. It did so, and recommended 
that the post office should carry all print- 
ed matter at a fixed price, at so much a 
pound. Many things were said both for 
and against this recommendation at the 
time, but it was generally admitted that 
second class matter led vastly to the in- 
crease of first class matter. I believe 
that eventually the Post Office Depart- 
ment will carry all printed matter at so 
much a pound, and it will greatly sim- 
plify matters. It may be one, two, or 
four cents a pound, and a great deal of 
good will come of it. 

Mr. W. Atlee Burpee.—In 1888 I 
spent a great deal of time in Washing- 
ton, D. C., because ex-Senator Wilson of 
Iowa introduced in that year a bill doub- 
ling the rate on all merchandise matter 
from 16 cents to 32 cents a pound. In 
common with several other seedsmen we 
tried to interest large mail order houses 
and other lines, but failed to do so. We 
thought we would fight it out ourselves. 
With the k:nd co-operation of N. W 
Ayer & Sons we mailed to every news- 
paper in the United States the figures 
concerning the postal service in Canada 
in contrast with those of the United 
States. We showed that a seedsman in 
Canada for four cents a pound could 
mail seeds to any part of the United 
States which it would cost an American 
seedsman sixteen cents a pound to mail, 
and that now Senator Wilson proposed 
to double the rate,. m-king it thirty-two 
cents a pound. The papers throughout 
the country used the facts and figures 
freely. The New York Herald gave us 
as much space as a column a day for 
several days. The next time I saw Sen- 
ator Wilson in Washington he told me 
his proposed bill was ‘‘as dead as a 

r,” that he never imagined he had 
introduced such an unpopular bill, and 
that he had done so solely in the in- 
terests of the country merchants. I told 
him that even if the bill was dead, we 
were not satisfied to pay as much as 
sixteen ce:its a pound, now that we had 
succeeded in stirring up the people all 
over the country, and that we would not 
be satisfied until we had had that, rate 
cut down. Well, early in June I re- 
ceived a cablegram, while in Etirope, 
Saying that the postage on seeds had 
been reduced from sixteen cents to eight 
cents a pound. So much for united 
vigorous action, backed by the great 
power of the press! “Now, if we work 
greg hand-in-hand, we ought to be 
able to convince our representatives in 
Congress that it is to the best interests 
of the whole country that the parcels 
post be established with as little delay 
as possible. 


o ——— 

_ THE man who has plenty of bounce in 
him can’t be thrown down to stay down; 
the harder he falls, the higher he will 
ris¢ on the rebound and the deeper will 
he sink his hooks into new opportunities. 


—Jed Scarboro, 


It 


Tue public admires a man who has 
nerve enough to take a chance—that is, 
the man who has the courage to get out 
of beaten paths. The man who, through 
fear of criticism, never takes the initia- 
tive is not apt to be thought enough of 
to secure either public criticisms or pa- 
tronage.—Jed Scarboro. 








TO 


Advertisement Constructors 


(AMATEUR AND OTHER). 


$200 for the best advertisement. 
$100 for the second best. 
$50 each for the four next in merit. 


The advertisements of the Ripans 
Tabules have been before the public 
for twelve years. 

They were the first proprietary med- 
icine sold in tablet form. 

They were the first remedy for dys- 
pepsia ever popularized through ad- 
vertising. 

They are the only proprietary medi- 
cine sold in the drug stores at the low 
price of five cents. 

Fourteen thousand testimonials of 
the efficacy of Ripans Tabules, as a 
dyspepsia remedy, were received at 
office of the Ripans Chemical Com- 
pany in a single year. 

A hundred million Ripans Tabules 
have been purchased at drug stores 
in the United States in a single year. 

Every drug store in America has 
some sale for Ripans Tabules, and 
nearly every one can give the names 
and addresses of persons who have 
been benefited by their use. 

Interviews with such persons fur- 
nish the best material for effective 
advertisements of Ripans Tabules. 

For the purpose of encouraging 
amateur advertisement constructors, 
as well as inviting the aid of the mas- 
ters of the profession, the Ripans 
Chemical Company will, within the 
next twelve months, pay ten dollars 
each for fifty-two advertisements 
submitted to them that they think 
good enough to be worth using, and 
pay from day to day as accepted, and 
at the end of a year—viz., December 
2, 1g904—will award and pay $500 in 
cash prizes for the six best and most 
effective advertisements that have 
been submitted. 

Address all communications 
Chas. H. Thayer, President, 

THE RIPANS CHEMICAL COMPANY, 
No. 10 Spruce St., New York, 


to 
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OPPORTUNITY FOR COUN- 
TRY PAPERS. 





The recent decision of the Comp- 
troller of the Currency to the effect 
that there is nothing in the banking 
laws to prevent a national bank 
from operating a savings depart- 
ment in connection with the regular 
business of such institutions, pre- 
sents an opening for new business 
on the part of tne weekly papers 
in small cities and towns. 

Heretofore a national bank locat- 
ed in a town of but a few thousand 
inhabitants could not be prevailed 
upon to advertise, the officers 
claiming that their institution was 
the only national bank in the town, 
and that the business man wishing 
to keep a checking account was 
compelled to patronize them. This 
state of affairs, however, will be 
somewhat changed when the na- 
tional banks learn of the decision 
of the Comptroller, and begin to 
establish savings departments, as 
the most of them will do, it being 
a well-established fact that there 
is money in such departments. 

With the opening of the savings 
department the banker must begin 
a campaign for publicity, for his 
old excuse will be swept away. 
While the merchant may be com- 

elled for his own interests to 
ave a bank account there is no 
such reason why the workingman 
should deposit with the bank. 

To get the savings of the people 
the bank must advertise. 

The banker must tell of the new 
departure. He must make known 
the rate of interest allowed on such 
deposits. He must instill into the 
minds of the working class the 
fact that his institution is a safe 
place in which to keep their funds. 
He must publish the names of his 
directors and officers, that the peo- 
ple may know that good men are 
back of the bank. He must pub- 
lish figures showing the earning 
power of money, so that the would- 
be depositors will know what it 
means to them financially to have 
a bank account. He must also strive 
by the liberal use of printers’ ink 
to create a saving spirit among the 
working people. 

Should the national banks in the 
large cities also avail themselves 





of the opportunity of establishing 
savings departments, as the St. Payl 
National, of St. Paul, Minn., has 
just done, it will give the daily 
papers considerable more business, 
for to get this class of trade the 
banks will find it necessary to keep 
before the public all the time, and 
not at certain periods, as is often 
the case at present, some bankers 
considering it only necessary to 
publish their official statements 
when called by the Comptroller of 
the Currency, five times a year. 

The trust companies and the say- 
ings banks are well advertised in 
most cities, and the national bank 
which expects to get some of this 
business will have to put out some 
interesting advertising matter to 
convince the savers that their 
facilities are better than those al- 
ready enjoyed at the savings banks 
and the trust companies. The fact 
remains, however, that the national 
bank is in a better condition to get 
this class of business than are the 
other institutions, for the reason 
that it is working under the super- 
vision of the United States Treas- 
ury Department, and will, there- 
fore, be considered safer by the 
majority of the savings depositors. 
If a bright man is placed in charge 
of the publicity department of a 
national bank his chances for 
writing winning advertisements are 
unlimited. 

Roya M. STICKLE, 

Associate Editor the Chicago 

Banker. 
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WANT AD ILLUSTRATED. 





A YOUNG LADY THOROUGHLY EXPERI- 
ENCED IN RETOUCHING DESIRES A POSI- 
TION. 
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The 
Milwaukee 
Papers 


gave written consent to a com- 
mittee of local advertisers to have 
expert bookkeepers, under bond, 
make examination of their circu- 
lation records. THE MILWAUKEE 
JOURNAL says to outside adver- 
tisers, notwithstanding this consent 
in writing, that in view of pub- 
lished claims of circulation by the 
two other evening newspapers, it 
believes they will still refuse to 
allow their circulation records to 
be examined by the advertisers’ 
expert bookkeepers. 


Wait! Watch! See! 


THE JOURNAL CO., 
C. D, BERTOLET, Boyce Bidg., Chicago. 
S. B. SMITH, 30 Tribune Bldg., N.Y. 





The fact that 


Chicago Recor eral 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619 columns, cov- 
ering the same period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to E CHICAGO 
Ee ee over 
other Chicago news rs, 
and that the old nti tr enind 
have found it profitable to 
increase their space in its 
columns, 











TORONTO STAR 


October Was Our 
Banner [lonth! 


It is gratifying to watch the progress 
we are making. We eclipsed all rec- 
ords in circulation and advertising, 
and figures (which never lie) show that we 
are gaining faster than any Toronto 
Paper. 

A Pointer for You: 

Considering rates and circulation—and 
these go hand in glove—Tue STAr is the 
best value in Toronto. We carry no ob- 
jectionable advertising. and more local 
advertising than any other Toronto paper. 

A paper that is sustained by the best 
judgment of the business community 
where it is published is the one you 
want, Try Tue Star. 


The Chas. T. Logan Special Agency, 
Tribune Bulidings, 
NEW YORK and CHICAGO. 
Agents Foreign Advertising. 
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NEW ENGLAND’S PAPER OF 
THE PLAIN PEOPLE. 


On the occasion of the recent 
jubilee week of the Boston Globe, 
General Charles H. Taylor wrote 
the following review of the thirty 
years of his activity on that paper: 

“In 1873 I started in with the hope 
and buoyancy of youth, which led me 
to take charge of a paper whose receipts 
were $120,000 a year, and whose ex- 
penses were $180,000, showing a net loss 
of $60,000. No one but a young man 
would have had the reckless bravery to 
take charge of such a property, and as 
the losses during the succeeding five 
years were more than $200,000, it was 
not until 1878 that I had time to begin 
to think of any definite plan for the 
permanent development of the Globe. 

“Early in 1878 the Globe, which had 
been a four-cent morning paper, was 
made a two-cent daily, with morning 
and evening editions. Its Sunday edi- 
tion, which had been started in 1877, 
was continued. It was at this time that 
the Globe became an outspoken Dem- 
ocratic newspaper in a field which was 
strongly Republican. 

“The first change in journalism which 
I endeavored to make was to alter the 
spirit of the party newspaper. Up to 
this time a Republican newspaper was 
accustomed to print full reports of Re- 
publican meetings and to give very 
meagre and belittling accounts of Dem- 
ocratic conventions and rallies. 

“My theory was that the news col- 
umns of a paper should be entirely inde- 
pendent and give impartially the news of 
all parties. If Republicans or Democrats 
had important speakers and large meet- 
ings, both parties were equally entitled 
to a full share of the columns of any en- 
terprising daily newspaper, whatever its 
political bias was editorially. This poli- 
cy has spread throughout the country, 
and the most successful and most prom- 
inent papers in all sections now follow 
it faithfully. 

NOT A REFORMER. 

“Many people think that the whole aim 
of a newspaper should be to reform the 
world. I never had any ambition to be 
a reformer. The reformer or the man 
with the critical mind is placed in the 
world for a good purpose, and as long 
as he is honest I have always felt that he 
is entitled to respect; but as a rule your 
critic cannot ‘create’. and he cannot “con- 
duct.’ It is all"a question of tempera- 
ment, and generally a man works out his 
natural inclinations from the cradle to 
the grave. . 

“There are and have been very able 
men in journalism who are constitutional- 
ly and naturally great fighters, and there 
have been some who. have allowed their 
prejudices to lead them to treat many 
people and measures unfairly, because 
they. were so. passionately earnest that 
they could see only one side. They often 
have been unfair, to friends as well as 
to foes. 

“A man of exactly opposite tempera- 
ment, Mr. George W. Childs, of Phila- 
delphia, conducted the Philadelphia 
Ledger with marked success for a great 
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many years. He was of a bright, ¢ 
nature, and preferreu to scatter Tays of 
sunshine among his readers. € tried 
to help the weak, gave generous sums to 
charity, and left as sweet and gentle a 
memory as any journalist that ever lived 
in this or any other country. His ex 
ample always appealed very strongly to 
me. While I can never hope to equal 
his record, I have always felt impelled 
to follow along his lines, and my natur. 
al sympathies are always forcing me into 
the same grooves. I knew Mr. Childs 
intimately, and was one of the few who 
realized what a strong and intellectual 
force he was and how broad his abilities 
were, journalistically and _ financially, 

“There are always Intelligent and hon. 
est people who are yearning for the ideal 
newspaper. They will probably continue 
to hope for it and never find it. They 
have never 7 discovered an ideal minis. 
ter, an ideal church, an ideal doctor, an 
ideal lawyer, an ideal merchant, an 
ideal government, an ideal university, 
any more than they have developed an 
ideal newspaper. The trouble is that 
affairs in this world have to be conduct 
ed by people who are human, with the 
average of faults and limitations, and the 
best that one can do is to come as near 
his ideal as is possible under such con- 
ditions. Moreover, no matter how swift- 
ly we advance, how high we soar, our 
ideals always keep ahead of us and are 
never overtaken. 

THE POPULAR NEWSPAPER. 

“Tt was very plain to me at the outset 
that I should devote my life work to 
establishing a popular newspaper. I saw 
the community divided into three social 
grouns, the conservative, contented 20, 
000, the moderately well-to-do and pro- 
gressive 100,000, and the never resting, 
always struggling, ever advancing 1,000,- 
ooo. The only place in journalism or 
any other profession or calling where 
a new man can hope to establish him- 
self, or a new cause stand any chance 
of getting a hearing, is with the 1,000, 
000 and with the 100,000; with them, I 
believe, such a man can always gain all 
the support and business and profit to 
which his brains and energy entitle him, 
and such a cause, all the followers 
wh‘ch it justly deserves. 

“T appreciated the trials and tribula- 
tions, the joys and sorrows, the hopes 
and aspirations of what Abraham Lin- 
coln called ‘the plain people,’ and tried 
to establish the Globe firmly with them 
for pessens and future support. No mat- 
ter how great or prosperous or universal 
the Globe may be, I hope the day will 
never come when it will not be in touch 
and sympathy with the plain people, and 
strive to better their condition and to be 
helpful to them in the onerous battle 
of life in which they are engaged. 

“From the masses, from the bottom all 
growth must come; people at the top al- 
ready have their growth. The news- 
‘paper broad enough for the million—the 
popular newspaper—must, in our democ- 
racv, lead the way for all newspapers. 
Many conservative, exclusive papers to- 
day are more sensational, if you please, 


more inclusive, more popular in their 
tone than the average popular paper was 
thirty years ago. I have no doubt that 


thirty years hence those same conserva: 
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tive papers will be pretty near -where 
the popular paper is to-day. 
AS TO CRIME AND SENSATIONS. 

“It is frequently urged against a popu- 
lar newspaper that it makes too much of 
crime and scandal. Most people have 
an idea that the editor and reporters of 
a newspaper spend their days and nights 
in trying to find murders and crimes of 
all sorts in order to sell papers. Noth- 
ing is farther from the truth. With the 
enormous growth of the newspapers, the 
press service and the increase of corre- 
spondence, there 1s a murder on the wires 
every five minutes, but most of them go 
dirctly into the waste basket and never 
are printed. Reports of murders are as 
common as whortleberries in summer. 
But unless some very prominent man is 
concerned in it or the case is invested 
with a great mystery, a murder causes 
no special sale of papers. 

“The same is true on the other side 
of the ocean. Some years ago a man 
in Paris murdered seventeen people in 
one night. The popular papers there 
sold hundreds ot thousands of extra 
copies for days. But ever since that 
time an ordinary murder does not sell 
a paper in Paris. 

“Popular newspapers frequently are 
denounced as sensational. The term is 
badly overworked. ‘Sensational’ to man 
people means the opposite of life, viril- 
ity or enterprise, when properly it indi- 
cates exactly those qualities. 

“As a matter of fact, it is the people 
themselves who are sensational and not 
the newspapers. 

“Who start the first reports of a rail- 
road accident and give out that fifty have 
be-n killed and 100 wounded? People 
who happen to be on the spot. Here the 
reporter comes in and quickly reduces 
the casualties to two killed and half a 
dozen wounded. 

“During the Boxers’ war what wild 
stories came from China! One day it 
was even confidently and circumstantial- 
ly asserted that all the foreign ministers 
and ambassadors at Pekin had been boil- 
ed in oil, and great was the horror of 
the people in the civilized world. 

“These wild rumors came from men 
and not from newspapers. 

ACCURACY OF THE PRESS. 

“T am very tired of the popular cry 
which you hear so often that ‘you can- 
not believe what you see in the papers.’ 
The orders have always been in the 
Globe office, as they are in every well- 
conducted newspaper office in the coun- 
try, to take every care to have the news 
absolutely accurate. Liars never flourish 
long in any community, and every time 
a newspaper misrepresents a man or an 
institution it hurts itself and its own 
good will. For the most selfish reason 
on earth, self-interest, it behooves a news- 
paper to be accurate and truthful. 

“An inexplicable phase of journalism 
occurs to me at this point. Not a few 
journalists whom I have known hate to 
make a correction, and seem to think 
it injures a newspaper to acknowledge 
that it has made an error. Many, alas, 
frequently make the correction in a way 
to do more damage than the original par- 
agraph. 

“When there has been a mistake made 
in the Globe I have always insisted that 


the correction should be ample and gen- 
erous. I do not believe that it injures 
a newspaper to correct its mistakes. On 
the contrary, it damages it not to do so 
generously and promptly. 

“I have discussed some phases of a 
popular newspaper and met some criti- 
cism, not by way of apology. but in or- 

er to give some information to the tens 
and hundreds of thousands of readers of 
the Globe, whose steady patronage has 
shown their interest in this newspaper. 

“IT have no apology to make for my 
record during the thirty years in which 
I have directed the destiny of the Globe. 
I wish that I had been able to do more 
good in this community, to have made 
the homes we visit still more cheerful, to 
have helped to make the burdens of the 
people still lighter, but I have within 
my limitations acted honestly and loyal- 
ly, and have always tried to encourage 
and build up, rather than to discourage 
and tear down. 

“I am exceedingly grateful to readers 
and advertisers for the support which 
they have given to me so generously and 
kindly, and I hope that the Globe may 
continue always to merit their d will. 
Above all do I appreciate and feel grate- 
ful to the men who have so faithfully 
and intelligently worked side by side 
witn me during these long years of ac- 
tivity. Their unquestioned loyalty and 
their enthusiastic labors have been the 
great causes of the extraordinary and en- 
during success which the Globe has 
achieved.” 


BORN TO BLUSH UNSEEN, AS IT 
WERE. 


The modern merchant who never ad- 
vertises escapes a lot of trouble. He 
may keep out of some of it without in- 
tending to do anything of the sort. but 
he escapes it just the same. He gets rid 
of the trouble of preparing advertise- 
ments, and, of course, has no worry 
about changing them and keeping them 
fresh and up to date. He is not bother- 
ed about the way his advertisements are 
amy nor the position they occupy. 

e can say, with much truthfulness, that 
it is no trouble to show goods, for he is 
seldom asked to show any. But his 

reatest saving of trouble is in not hav- 
ing to sell goods to people who stay 
away, but who would come to his store 
if he advertised. Then, as he sells few 
goods, he has few goods to buy, andthere 
is more trouble saved. He never has the 
trouble of selecting and paying a ie x 
staff of assistants. He gets rid of the 
trouble of having to pay for advertising. 
Finally he never has the trouble of en- 
larging his store, or of removing to a 
bigger one, and it is very little trouble 
to count his money.—Retailer and Ad- 
vertiser. 


Lincoln Freie Presse 


GERMAN WEEKLY, 


LINCOLN, NEB. 


Has the largest circulation of any news- 
reper. printed in the German language on 


Circulation 145,448 


RATE 35 CENTS. 
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“Copies of the Christmas Gollicr’s to mcet our offer in the 
ine have a better offer still. “Great as the Christmas Number” 
‘story, ats new Winston Churchill séqial, its Gibson, Remington,” 
# you to-sée also what a full month of Collic?’s means. Lae? 
y nai?) Natidina! sa stsidibea Acar’ 4! deny hbesmih: 
ive *"Athérican,— stan, woman, of chihd, 




















, (the regular price of the Christmas Number slone) that wonderful _ 
= containing one more Sherlock Holmes story and the gon. | 

other words, fifty-five cents’ worth of reading for a quarter, Read-the 
ergs ES. 
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peer. “Collier's: correspondents and Cullier’s 
pit is the orgin of no party and no scetion. ft stands tor 


i samp UF IVE, plac ‘yom 


Coupen *e! Iwentytive cents 
emay of Collier's timclooaing the Cheweins Number, prve 25 
nig wwe, Sherlack Maluves te 
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The above is a photographic reduction of an advance 
proof of a two-page advertisement of Collier's Weekly to 
appear in the December 5, 1903, issue of the Saturday 
Evening Post. The cost for this advertisement is $2,380 
per one insertion. It is a striking example of a publisher’s 
taking his own medicine. Collier's is one of the foremost 
weeklies in America to-day. Persistent and liberal adver- 
tising had a large share to make it what it is. 


t 
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eT ee 
lA CONCESSION. 


Advertising orders received 
before December 30, for specified 
space or position in PrinTERS 
Inx, to appear for the entire year 


1904, will be charged for only 


given for as many weeks in 1903 


as remain when the copy is 
received. If the advertiser gets 
sick of his contract and wants to 
countermand it, he may do so at 
any time, paying only for the in- 


fifty weeks instead of fifty-two, é 


_sertions he has actually had. 


| and free insertions will also be 
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ROLL OF HONOR PRIZE 
COMPETITION. 


NINETEENTH WEEK. 


In response to this contest (con- 
ditions of which will be mailed 
upon applications) five articles 
were received in time for report 
in this issue of Printers’ INK. Of 
these, the one reprinted below was 
deemed the best. It was written 
by C. A. Sommer, of the Lincoln, 
Neb., Freie Presse, and it appeared 
in the Lincoln, Neb., Jmp for No- 
vember, 1903. In accordance with 
the rules which govern this con- 
test, a coupon entitling the holder 
to a yearly paid-in-advance sub- 
scription to Printers INK was 
sent to Mr. Sommer when the 
marked copy of the paper was re- 
ceived. Two additional coupons, 
one to Mr. Sommer and cte to the 
advertising manager of the Jmp, 
were sent in accordance with the 
terms of the competition, after the 
choice for the week had been made. 
Mr. Sommer’s effort will now be 
placed on file, and it will have 
further consideration when the 
time for awarding the cash pfizer 
arrives. The article as it appeared 
in the Imp follows here: 


AMONG THE UPPER 400, 


The Lincoln Freie Presse and the 
Deéutsch-Amerikan Farmer have obtain- 
ed a place on Printers’ Ink Roll of 
Honor and the publishers are proud of 
it. The Roll of Honor contains the 
“Upper Four Hundred” of newspaper- 
dom. Only papers of recognized stand- 
ing and who tell the truth about their 
circulation are entitled to a place on 
the list. Neither friendship nor money 
can procure admittance for a paper not 
entitled to it. ‘ 

Printers’ InK is published weekly uy 
Geo, P. Rowell, of New York. t 
modestly calls itself “‘A Journal for 
Advertisers,” but it is known throughout 
the land and coapemed by all adver- 
tisers as “The Little Schoolmaster in the 
Art of Advertising.” It has natty 
labored to build up and to lift up ad- 
vertising and is the recognized champion 
for honest dealings as between publisher 
and advertiser. ’ 

To establish the Roll of Honor list 
of publications is Printers’ INK latest 
achievement. The Roll of Honor is open 
to publications that secure a rating in 
lain figures in the American Newspaper 

rectory by submitting a detailed cir- 
culation statement showing the number 
of complete copies printed each issue for 
a whole year. They must also show the 
yearly average obtained by dividing the 
total number of copies by the total num- 
ber of issues. Further, the statement 


must be dated and plainly signed by 
somebody in authority and the American 
Newspaper Directory must have the 
privilege of verifying the statement, so 
that there is no chance for trickery or 
misconstruction. 

Other newspaper directories are not 
as exacting and generally do not take 
such pains to secure accurate informa- 
tion. Any off hand, lumped off claim 
goes with them. They will rate the cir- 
culation in plain figures whether an ac- 
curate statement is received or not. They 
wii, if necessary, just put in their own 
figures—estimates. With them, there- 
fore, plain figures do not mean much of 
anything, but they do with the Ameri- 
can Newspaper Directory. The Ameri- 
can Newspaper Directory, when unable 
to procure and to verify the exact figures, 
gives no figures at i, but merely ac- 
cords the publication a letter rating. If 
the circulation is believed to exceed 
75,000, it is rated “A,” if exceeding 


40,000 it is rated “B” and so on down, 


the alphabet. Thus all publications are 
divided into two classes and the adver- 
tiser can tell at a glance whether any 
publication is willing to have its circula- 
tion known or not. 

It is plain that a paper which has 
merit enough to acquire a creditable cir- 
culation will not hesitate to tell about 
it. It is to its interest to tell about it. 
It will tell its circulation every time it 
can get a man to listen. A large cir- 
culation is bona fide proof that the paper 
is good. A large number of people read 
it because they consider it good. Every 
individual will have his own idea as to 
what constitutes a good newspaper, but, 
after all, the great public is the court of 
fast resort and is the only judge whose 
cpinion is of any practical value 

It will thus be seen that a mediocre 
Paper, a paper that does not find favor 
with the public, a paper with a circula- 
tion so small that the publisher cannot 
afford to own up how small it is—in 
short, a paper that does not tell what 
its Circulation is, is barred from Print- 
ERS’ Ink Roll of Honor. Such a paper 
is a good paper for an advertiser to 
leave alone. 

Only a nominal charge is made by 
Printers’ Ink for enrolling any deserv- 
ing sy oP For $20.80 it will, week after 
week, during a whole year, present the 
name of such paper to advertisers for 
their consideration. The Roll of Honor 
is the best company in which any pub- 
lication can appear. It is a list of best 

ublications, every single one of which 
is indorsed by the great public as regards 
quality and certified to by Printers’ INK 
as regards quantity. 

The Roll of Honor enables the ad- 
vertiser to avoid the mediums of doubt- 
ful quality and unknown quantity. The 
list is arranged by States and he can 
speedily find the “ton notchers” in the 
territory he wants to cover. If a paper 
is entitled to a place on the Roll of 
Honor, but neglects to enroll, it is apt 
to lose out. Its title is at once under a 
cloud. There are to-day issued in the 
United States over 20,000 publications. 
No advertiser can possidly use them all 
or use all in a given line or territory. 
‘Laose on Printers’ Inx’s Roll of Honor 
may be sufficient for his purpose or will 
at least give him a nucleus to start with. 
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Norg.—Advertisements under this caption are ted from who, 
ng to the 1903 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 
have supplied a similar ag for the 1904 issue of the Directory, now undergoing’ re- 
vision — - Mad — in April next. Such circulation figures as are mentioned last are 
haracterize a 
. These are generaily regarded the pantichers who believe that an advertiser has a right 
to know what he pays his hard cash fo 
The black figures denote the average issue for the year indicated. The light.faced 
umber in brackets denotes the page in the American Newspaper Directory which con- 
ins the details of the publication’s qeasaete. No amount of money can purchase a place 
in this list for a paper not entitled toi 
Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 
superior excellence in quality « cir Annou ts under this classifica- 
tion, if entitled as above. cost 20 cents per line under @ YEARLY contract, $20.80 for a full 
year, 10 per cent discount if paid SS inadvance. Weekly, ey, or quarterly correc- 
tions to date showing increase of circulation can be made, — ded the publisher sends 
astatement in detail, properly signed and dated, covering’ the additional period, in accord- 
ance with the rules of the American Newspaper Directory 


ALABAMA. New London, Day, evg. Av. 1902, 5,198 (115) 

Pye Birmingham News. Daily av- First siz months 1903, 5,582. Aug., 1%3 5,750. 

18.488 (3 (34); first seven months | Norwich, Bulletin, daily. Bulletin Co., pub- 

wo ae 808; ~p* - 1903, 1908, 201 3; guaranteed. | lista Average for 1902, —— (115). Average 
Birmingham, edger. dy. Average for 1902, | first siz months 1903, 4,996. 


10980 (34). Av. Sor Ai for Ags 4903, 1%, 586, guar’t’ d. DISTRICT OF COLUMBIA. 














sMiseerenigh ar arrontannt daly 18) panera ectrage or BE, TS OO AD 
ARIZONA. 10S Ce aa Piet ote toe. 008 the. Be me 
Bisbee, Review, daily. W. B. Kelley, pub. Smith & Thompson, Rep., N Y. & Chicago. 
ER} Ne 1,250 (46). In 1903 no DELAWARE. 
gRhgenlx, Republican: Daily average for 19m, | Ding ospubra., Avecage £0F 1908, 8,455 (21). 
ARKANSAS FLORIDA. 


Fort Smith, Times, da‘ In 1902 no issue less Jacksonville, Metro ols, daily. Aver. 1902, 
than 1.000 (53). ye ge for August, | 7018 (128). Average st 6 months, 1903, 8,229. 
September, October, 1903, 8,109. Pensacola, Journal daily, every morning ex- 

Little Roek, Arkansas Methodist. Geo. Thorn- | C¢Pt Monday. Average for 1902, 2,441 (131). 
burgh, publisher. Actual average 1902, 1 10,000. | Tampa, Morning Tribune. dai! Tampa Tri- 
| bune Pub. C», Average for 1902, 608 (1 


CALIFORNIA. 
Morning a. daily Average | GEORGIA. 
i 1, 2.644 (67). E. Katz, Special Agent, N.Y.| Atiant a, Journal, dy. Av. 1902, 87,828. Semi- 
kland, Tribune, daily. Average for 1902, | "9: $4,105 (135). Present average, 89,884. 
9, 958 ().’ Tribune Publishing Company. | Lafayette, Walker Co. Messenger. weekly. N. 
San Diegan Sun. Daily average | C- Napier, Jr., pub. Av. for 1902, 1,590 (144). 
p. 1908, Feb (80). W. H. Porterfield, pub. IDAHO. 
San Francisco, t, week] 
torisi2, 13,165 (8). E Katz, Special Agent, s-¥. | preoises Cal a. ibe Signet Nas 
m Franciaco, Bulletin. R.A Crothers. Av. (bt). Av. ist 6 mos., Y. 2,800, wy. 8,279. 
— “1902, daily 49,159, Sunday 47,802 (80). ILLINOIS 
San Franelseo., Call, d’v and S’y. J.D.Spreck-| Cuatro, Citizen, weekly. Year ending Dec., 1902, 


els. Aver for 1902, dy 60,885. oy 71. bed (80). | no issue less than 1,000 cust 3 Oct., 1903, 1, 5 
September, 1903, daily 61,068, Sunday 82,698. Daly, average 1902, 298 (sk). (* “4 . _ 


San Jose, Evening Herald. daily. The Herald| Champaign, News. In 190 1902 no issue less th 
Co, Average for year end. Aug., 1902, 8,597 (86). 1.100 daily and 8,40€ weekly (163). In October, 
—— 1903, no daily issue less than 2,200. 








San dom, Horning Mercury, ant. Mercury | 
Publishing Average for 1902, 6,266 (85). | Chieago, Ad Sense, monthly. The Ad Sense 
COLORADO. Co., pubs. Actual average for 19¢2, 6,088 (176). 
Denver, Post, daily. Post Print'ng and Pub- | Chicago, American Bee youreal, weekly. 


lishing Co. Average for 1902, 82.171 (97). Aver-| Actual average for 1902, 1908, 7.485 (167 
age for October, 1903, 40,640. Gain, 1,051. | 
Chicago, Bakers’ Helper Reaper, monthly. R. 
ri 050 (OO 7). 





CONNECTICUT. | Clissold. Average fo: 
Nartford, Tim daily. Averame for 1902, Chica: 
go, Breeders’ Gazett Seats ock farm,week- 
16,172 (111). Perry Lukens, Lukens, Jr., N. Y. Rep. ly. Sanders Pub. Co. Average = 1902, 60,052 
Meriden, Morning Record and Republican, | (167). Average first 25 weeks, 1903, 66,740. 
Repubi’n Pub. Co. Dy. av. for 1902, 7,887 (112). | ae 
pie dvs te Roe | Chicago, Dental ~D. A. use. 
New Haven. Palladium, daily. Ar ‘or | Actual average for Ae Ceoy 179). pt 
1902, 5,500 (lid). E. Katz, Special Agent, ¥. Le ¥.” | first nine months 1908, 08, 8,000. 


, New Haven, Union. Av. for 1902, d’y 15,881, Chi. . Grain Dealers Jou 
8’y 8,825 (114). EZ. Katz, Special Agent, N. | Dealers Company, Av forison, ew try (@@) (0), 





20 PRINTERS’ INK. 





(A Roll of Honor— Continued, 





Chie: Home Defender, mo, T.G. Menriizen. 
Act. av. 1002, &, 409 (180). Six mos, 1003, 24,888 

‘Chicago, Irrigation Age, mgataly. D. H. An- 
derson. Average for wz 14,16 it). Average 
ten months 190, 22,10 


Masonic Voice-Review,mo, Ave for 1902, 
26,041 (182). For six months /3, 26,166. 


Chieago. Monumental! News, mo. K. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chie: » National Harness Review, mo. Av. 
for 1902, &, 201 (183). First 8 mos, 1903, 6,250. 


Park and Cemetery and Landsca Gardenin 
mo. Av. for year ending = 2,041 ( 


Record-Herald. Average for 1902, 
aaily'1 1e5,4@4, Sunday 171,816 (160). 


Chicago, The Operative pemer, monthly. Act- 
ual nm for 1902, 5,666 (183 


ae tear Tribune, daily. Tribune Co. In 1902, 
) ¢ 





yA ‘Oo 


East St. Loula, Poultry Culture, mo. Poultry 
Culture Pub, Co. Average 1902, 6.875 (192). Av- 
erage first six months 1903, 14,588. 


Evanaton, Correct English: How to Use It, 
Average for year ending Oct., 1902, 9,750 ae. 


Kewanee, Star-C eurioe Average for 1902, 
daily R410. week! 522 (23). Average guar- 
anteed circulation atly for ‘August, 1903, 8,006. 


Peorta, Star, eveni: ana Sande morning. 
Actual sworn average for 1908 1902, 28,742 (219). 


Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 
Evanevill Conster dail fay and 8. Courier Co., 
pub. Act av. ’02,11,2 ). Sworn av. '03, 12,- 
618. Smitha pag Sp. Rep.,N.Y. & Chicago. 


Evaneaville. Journal-News. Av. for 1902, ‘ 
11,910, S'y 11,508 b (244). E. Katz, Sp. Agt., N. 


oshen. Cooking ‘Club, monthly. Average for 
1088 war noe (247). A ent ium, as 
housewives keep every issue fo issue for daily cael 


ey News, ay. Hilton U. Brown, 
mgr. r 1902—actual sales—62, 188 (250). 


Lafayette, Morning Journal, daily. Actual 
average 1902, 8,002 (254); October, 1903, 4,877. 


Marion, Leader, d 
any average for 190 
ending October 3/, 1903, 








y. W.B. Westlake, pub. 
aria (257). For month 


Maunete, Star, d’y and and Sy. Star Pub. Co. Year 
ending Feb. 1903, d’, y2 21, 468, Sy 16,585. (260). 


Notre Dame, The A Ave Maria, Catholic weetily 
magazine. Average tor 1902, 25,976 (262) 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 


Richmond, Evening Item. ya dy. av. for 
1902, 8,124 Same for August August, 1903, 8,227. 


h Bend, Tribune. Sw Sworn daily average 
1900" ‘L8et (267). Sworn av. for Oct., 6,047. 
IOWA. 
Arlington, News. Al) home-print a 
F. Lake, pub. Average for 1 1,400 (282) 
ee Gazette, daily. Thos. Stivers, 
verage first nine months 1903, woe 


Ye rlington, Hawk-Eye, 4 -Eye, daily. J. L. Wi 
Av. for 1902, 6,818 (285). ‘pane 0, 1903, ora.” 





Clinton, Saverio, daily, Bros., pub- 
lishers. Average for 1902, 10, ). Accorded 
largest daily circulation in Eastern Iowa, 





rt, T aenee. Dy. av. 1902 6,882, ‘ 
1. BST ae Dy ae, October, 1903, s.b26, Of. 
guar. wore thou double of any Davenpo 


Des Moines, Capital, daily. fa" ‘ette You 
blisher. actusd average a 24.010 
293). Average for Uctober, setober, 103, 1 +58. 


Dea Moines. © Sosmopolitan Osteopath, month- 
ly. Still College. Average for 1902, 9,666 (2%), 

Des Metnes, » owe, daily. Aver. 1902, 87, = 
(293), Firat . 1903, aver., sworn, 41,871 


Spirit of the West,wy. Improvement in breed- 
ing horses and live stock. Av. for 1902, 6,095, 


Des Moines, Wallace's Farmer, wi 1879, 
Actual average January, 198, 80,60) 


Dubuque, Catholic Tribune, weekly. a 
Printing Co., pubs. Actual average 102, 4,801, 


Maseatine, Journal, dy. av. 1902 8,712, s.-wy. 
2,711 (315). Dy. av. sat 6 . at 6 months 1903 4,188. 


Ottumwa, Courier. Dy. av. Lg av. 02 4,491, s.. wy 

984 (319). 1st 6 mos. 1903. d Saggy 8.-wy.7, Thei. 
Sheldon, Sun, d'y y. H. A. Carson. 

Average for 1902, dy. dee, wy 2,544 (323). 


Shenandoah, Sentinel, tri-weekly. Sentinel 
Publisoing Co. Average for for 1902, 8,681 (323). 





fat City, rnal. Dy Dy. av. for first * mos. 
einen mo av. for Arig. 19,698. 
Pecords always isputed leader in 
its big, virgin 1902 average 16,968 (524). 
KANSAS. 


Atehison, Globe. daily. E. W. Howe. (334). 
Offers to prove 5,200 daily circulation for 1903, 
or receipt any advertising bit bill, 


Girard, Appeal to » Reason, week! 
land. Average for 1902, 195,809 ( 


Hutchinson, News, d’y and w’y. a's duri; 
1902, no tesue less than 1 "bao (346). atz, NY 


Topeka, Western School Journal, educational 
monthly. Average for 1902, for 1902, 8,116 (362). 


Wiehita, Fic’ Vy and wy w" ay. 1902, d’y 16,- 
67 thicago. 


781, wy 6, N.Y. @ 01 
KENTUCKY. 


Cleve rt, Breckenridge News. “saan J. 
D. Babbage. A Average for 190 for ioe, 2,248 


* A. Way- 





Lexi m, Leader. Av. ler. Av. for 1902, oy S388 
w'y 2,8 6, S’y 4,008 (373). E. Katz, 8: A., 


ov ateritle. Evening Post, dy. Evening Post 
., pubs. Actual average fo for 902, 26,89. (374). 


Padueah, Sun. daily. Sun Sun Publishir. goo 
Dally for year Se = so bbe, 04 (sae). 
average for Sept 


LOUISIANA. 
New Orleana, Item, daily. R.M. Denholme. 
ablisher. Average for year ending June, 1902, 
6,259 (387). Omicial ial journal city New Orleans. 


New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 no issue less than 8,000 (387). 


The Southern Buck, official o: of Elkaom 
in Louisiana and Mississippi. Av. '02, 2,866 (388). 


MAINE. 
Auauste. Comfort, mo. \. H. Gannett, pub. 
Actual average for 1902. 1,274,766 (391). 
FR Kennebec J San and w’y. 
verage d’y, oon 6 P19, wy 2188 On ). 
angor, Commercial. Average for 1902, daily 


fn ae weekly 29,012 (392), 
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mm rarty @ @). weekly 1b.250 @@) (396) 


Phillips, Maine Woods, Yoods, weekly. J. W. Brack- 
= Average for 1902, 5,416 5,416 ¢ 


ertiand, Evening — pm for , 
oniy' 11. 181, Sunday Telegram 7 7.668 (897) 


MARYLAND. 


re, News, daily. Evening News Pub- 
Bo maine Average 1908, 41,588 2). Janu 
ary / to October 3/, 1903, 44,856. 


MASSACHUSETTS. 
T rij ) Boston's 
nein coor, Largest om a a on Am 4 day adc. 


. Globe, ave: for 


. 1908, dy. 19 ° e 
P olr ion in New 
Advertisements go in moruing and afternoon 
editions for one price. 
Besto How, ft England . monthly. 
America Co., pa _Average | , 21,580 (420). 


Pilot, every Satu Roman Catho 
a Roche, ann” @o) 


for 1902, 584 358 


A Av. at for Oct ° ey 172,- 


p.m. or a.m. sale in Meio Higland. 

Boston, Traveler. John H. Panay, Established 

184. Actua! daily average 1902, 78,852 (413). 
For first six months 1903, 76,409. 


East Northfield, Record of Christian Work 
mo. Av.for yr. end’g March, 1903, 20.541 (425). 


Gloucester, Daily Times. Average for 1902, 





6,247 (427). First seven months 1903, 6,629. 
Lawrence, Telegram, ‘daily. Pub- 
lishing Co. Average for 19ut, for 19u?, %201 (428). 
Salem, Little Folks, mo. mo. Poy 8. E. 
0.’ Average for 1902, 75,250 (434) 


Springfield, Good How House! ousekeeping, mo. Avg. 
for 1902, 108,666 (436). For year end. Dec., 
1903, 185,992. All advertisements guaranteed. 


Springfield, Republican (435). Aver. 1902, dy. 
15,406 (OO), Sunday 18,988 (@©), wy. 4,177. 


Woreester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,55 ‘(@. 


Worcester, L’Opinion Pub! 
Act. av. Sept., 1903, &@46 (%); 


MICHIGAN. 
Adrian. T ,dy. D. W.Grand v. for 
1902,1,2370 (440). Av. rst 9 mths. in 1903, ase. 
Detro! Average for 1902, daily 
41952, 4 51.260 (450). 


Detroit, Times, daily. Detroit Times Co. Av- 
erage for 1902, 27.657 (450). (450). 


Grand Rapid Evening | Press, d 
tor 1902, 88,216 (ss). First » First 8 mos’, 1903, S684. 
Grand Rapide, ‘Herald. | ne D. 
Conger. Average for 1902, 20.156 YD. 
Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for "i908. 8.887 (461). Av- 
erage for first siz stax months 196 1903, 4,828. 


Jackson, Press and Patriot. Daily average 
1908, 5,082 (461) t for October Sctober, 1903, 5, 


Kal. 408,s.-wkl 
2,529 ea). To legraph. v8 4. ewes 3-10. 8414. 


» Frene! 
5,070 Teas 








Saginaw, Evening Ne ‘nd 
1902, 9,848 (473). October, 1 


October, 1003, ‘iz, 





eek! Me e T. Johnson. 
74). 


Saranac, Advertiser, w 
No issue in 1902 jess than 2 2, 
MINNESOTA. 


Minqeagetis, Farm, Stoc semi- 
Actual ag’ in, 6u-208 (496). Act- 
ual average July-October, 196 1903, 74,888. 


wp eegete. Farmers’ Tri Tribune, twice-a-week. 
Murphy, pub. Av. for _Av. for 1902, 74,714 (496). 


Minneapolis, Journal, dai rf Journal] Print- 
ing Co. For 1902, 54,628 


Minneapolia, N. W. A Iturist, s.-mo. Feb., 
"03, 78, 168 (498). 75, guar’d. 35sec. agate line. 


Northwestern Miller, wee ler, weekly. Miller Publish- 
ing Co. Average for oF 1902, 4,' 4,200 (© ©) (49). 


aT lis, § Svenska An Tikanska Posten. 
rnblad, pub. 1902, 47.075 (49%). 


Minneapolis Tribune. b. 
avermze for 1 daily, 8,673 (10); Bun Ban: 
n Ow. 
Dally 78,061, Sunday 60,598. © eet. 1867, 


Daily average 

The only Y wiretaps daily hea -¥ Rowell’s 
Amert Newspa; ep wd ‘rectory 
that publishes tts circulation over 
a rable down to 
date in ROLL oF Honok, or else- 
where. The Tribune is one of 





nine American newspa: napagers 

circulation of which is a jutely 

guaranteed by Rowell’s American 
Newspaper Di . Advertisements go in both 
morning and evening editions for one price. 


Minneapolis, Western lrogress, mo., devoted 
to Western interests. Av. for 1902, 10,690 (500). 


St. Paul, Dispatch, dy. Aver. 1902, 
(505). Present aver. 58,181. <T. PAUL'S Diep. 
ING NEWSPAPER. " 


St. Paul, Globe, a4 daily. Globe Co., wor 
Actual average for | 22,825 (505). First 9 
mos. 1903, $1,529. 


St. Paul, News, dy. Aver. 1902. wo gee pe om. 
First 9 mos. 1903, sworn average 84,08 


St. Paul, Pioneer-Press. Daily average for 
1902 $4,151, Sunday $0,986 80,986 (506). 


St. A ge Le perme. agri, s-mo. Est. 1882. 
Sub. 50c. Shaw, Act. av. year end. 
Feb., 03, 6r.8% (507). Act. 07). Act. present av. 80,000, 


St. Paul, The Jolly Pik, n Elk, mo. an 1902, 8,891 
(507). Last’six months 1903, sworn to, 8,889. 


Winona, blican and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past 6 months, 4,109. 


Westlicher Herold. Av. 1902, 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826. 


MISSISSIPPI. 
ee , Amat ican, daily. In 1902, no issue 
ess than 1,850 (522). In 1903, 1,900 copies. 
MISSOURI. 
Joplin, Globe, daily. Ave for 1902, 9,414 
(541 » E. Katz, Special Agent. Hew York. 


Kansas City, Journal, d'y and w’y. Average 
for 1902, daily 36,876, w 161,109 (541). 


Kaneas Cit ig 4 Implement Trade J'rn’l. 
Av. Aug., 02. 08, 8. 187 ) uv. mos. "03, 9,895. 


ansas City, World. daily. Aver, 1902, 62. 
ote (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexico, ameriom Farm and ro ae aus 
and hortic., ay ly wa des 
(549). ‘Actual a aver. May, June, July, "008, 15,667. 
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St. Joseph, Medica] Herald, month!y. Medica) 
Herald Co. Average for 1902,'%,47% (657). 


St. Joaeph, 300 S. 7th St,. Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28,287 (557). Rate 5c 
per line. Circulation 80,000 copies guarant’d. 


St. Louia, Medical Brief,mo, J. J. Lawrence, 
A.M.,M.D., ed. and pub. Av. for 192, $8,058 (563). 


National + and Stock Grower, mo. 
mos. end. Oct.,’03 105,500. 1902, 68,588 dss. 


St. Louis, The Woman’s M ne. monthly. 
aver- 

‘oven ave 

Commencin 


Largest circula- 
icat ion in the world, 


MONTANA. 
naconda, Standard. Daily ave 
11’ W204 072), MONTANA'S B. ST NE SPaPER. 
Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average "for 1902, 10,101 (573). 


Wetene, Recon, ,evenin Record Publishing 
Co. 02, 7.974 (574). Average Jan- 
uary sate Gow 20 3ist, 1903, 10,209, 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, week! 
(590). Av. for year end, April 30, 1903, 144,554. 
Lincoln, Freie Presse, week] on erage 
Sor year ending April 30, 1903, 144.55 
Lineoln, Nebraska Teacher, onc puaue 
& Crabtree, pub. Average for 1902, 5,10 
Lincoln, Western Medical Review, mo. Av. 
pes May, 1903, 1,800. in 1902, 1,660 (591). 
maha, Den Danske Pioneer. wy. Soph 
Noble Pub. Co. Average for 1902, 28,47: 


Omaha, News, daily. 
(504). 





Oct. 
i ‘500 


tion o se og 








yr. 


s F. 
(504). 


Aver. for 1902, 82,777 
irst 9 mos, 1903, sworn aver. 40,055. 


NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript, weekly. 
Towne & Robie. In 1902, no issue less than 8,400. 


Manchester. ious. fame. Herb. N. Davison. 
oS for 4, yh 
uart, WN Y Y. “Rep., 150 Nassau St. 
NEW J BRsEr. 


Asbury Park, Press dy. J. L. Kinmonth, 
Act. av. year end, July 31, 05, 8, 702. 1n’028, 


Camden, Daily Courier. Ext. 1876. Net aver- 
age circulation for year end. Oct., 03, 6,885 (2) 

Flizabeth, Evening Times. Sworn aver. /902, 
8,885 (616). 6 mos. 1903, 4,288. 

Elmer. Times, weekly. S. P. Foster. 
for 1902, 2,085, (616) 

Heboken, Observer, daily. Actual average 
1902, 18.09% (619) ; Sept., 1903 1903, 22,751. 

Jersey City, Evening Journal, dy. Average 
for 1902, 17, 5S 2 (619) iat 6 mos. 1903, 18,407. 


City, Sunshine, mo. J. W. Floridy. 


Jersey 
aver. for year ending Jan., 1903, 84,500 (426). 
News Pub. 


Newark, Evening News. Eveni 

Co. Av. for 1902, dy. - 50,406, Sy. 15,915 (621). 
Newmarket, Advertiser:’ Guide, mo. Saar 

Day, peat Average for 1902, 5,041 (623). 


Red Bank, Register, ter, weekly, at 1878. John 
H. Cook. axtual average 1902, 2,857 (626). 
NEW TOux. 


Albany, Jecrnel, evening. Journal Co. Aver- 
age three months to October 1, 1903, 17,521. 





D8. 





Average 





| ziger Bros. 





Albany, Times-Union, every evening. 
1856. Average for 1902, 02, 25,2 pace 


4 (635), 
Binghamton, Evening Herald, daily. Evening 
Herald Co. Average for 1902, 10,891 (638), 
Buffale, Counter. morning ; Saquirer, even: 
ing. W. J. Con ners. Average for 1902,’morn- 
ing 48,818, ovening 80, 401 (641). 


Buffalo, Evening News. Dy. 4 1902, 74,284 
Smith & Thompson, Rep., N. Y. & Chicago, 





(641). 





Corning, Evening Leader, ig Average for 
1902. 4,064 (647). September. 190, 5,955. 

Certland, Democrat, rat, weekly. F. C. Parsons, 
Actual average for 192, 2,228 (647). 


Elmira, Ev’g Star. Av. for 1902, 8.255 (651), 
Guarai teed by lavit or personal investigation, 
Leith & Stuart, N. Y. Rep., 1:0 Nassau St, 
Ithaca, News, daily. Ithaca Publishing Uo, 
Average for 1902, 8,116 (658). Av. for Sept , 1908, 
4,500. Leith # Siuart, N.Y N.Y. Kep., 150 Nassau 8t 


Yew burgh. News. dy. Av. ay. Av. for 1902. 4,257 (666), 

Pro affidavit or personal investigation, 
New York rg em 

American Engineer, my. 

pub. Av. 1902, 8,816 (681). 


American Machinist, w’ 
(Also European ed.) Av. 1 


R. M. Van Arsdale, 
Av. 40 ting 08, 8,745. 


, machine construc, 
, 18,561 (© ©) (6). 


Amerikanische Schweizer Zeitung, "i. Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 @71) 
Autemebtie Magazine, month , 
Average for 1902 8,750 ( 


Baker’s Review, monthly. W. Ee S ry Co., 
publishers. Average for 1902, 8,0: ). Aver 
age for first six months end. nthe end. Jaay 3, 34, $908, 4,416, 


Benziger’s Magazine, fam bef 


monthly. 
Average fo for 1902 


8,479 (686). 


Caterer. monthly. ~ Caterer Pub. Co. (Hotels, 
Clubs, and high-class Rest.). Average for year 
ending with August, 1902, 5,888 (687). 


Cheerful Moments, monthity. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. Frank Q Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (© ©) (673) 

Delineator. fashion n mo. Butterick Pub. Co. 
Ltd. Est. 1872. Av. 1902, 721,909 (688). Act. at. 
cire’n for 6 months niike June, 1903, 876,987. 





El Comercio, mo. Spanish arte . 
ard Clark Co. Average for 1902, 5,875 to 


Electrical Review, weekly. Electrical Review 
Pub. Co. Average for 1902, 6,212 (© ©) (674). 


a eering and oT Journal 


eekly 
866. em 1902, 10,009, (0) (674). 


Forward, Forward Association, Aver- 
age for 1902, rsh Foo (667). 


Frank Leslie’s Popular Monthly, Frank Leslie 


Publishing House. Actual av. for bar 204,621 
(690). December, 1903, edition, 258,6 50 copies. 


Hardware, semi- Uy oon, B86 Average for 1902, 
8,802 (683); first half 1903, 9, 862 


Morning Telegraph, aph, daily. peer 3 Zeegreeh 
Co., pubs. Average for 1902, ‘or 1902, 28,228 


sic Trade Review, music music trade and art week- 
Aver. for 1902, 5,458 6 (677). 


New Thought aaa moved to New York 
City. Axerage ~ t. January, px" 29,289 
(183). kag Deve mber, 1903, 104,977, 
sworn. AThe onl , t ‘um for New Thought people. 


Mui 
ly. 








ruc, 
670), 
wiss 
671). 


bile 
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ae 
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Pharmaceutical Era, weekly, pharmacy. D. 0. 
Haynes & Co., pubs., 8 Spruce street. (@ ©) (679). 


Pocket List of Railroad Officials, aly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. ’03, 17,992. 


Police Chronicle, weekiy. Police Chronicle 
Pub. Co. Average for 1902, 8, 1902, 8,650 (679). 


Printers’ —! weet A xkly. A journal for advertis- 
ers, $5.00 pe Teo. Rowell. Est. 1888. 
Average for if 18,987 (679). 


Gazette, railroad and engineeri: 
weekly. 8 83 Fulton street. Est, 1856. (Cofo)} (680. 


The Central Station, monthly. Couns. 

Jr. Av. for year ending ding May, hon, 8,488 (687). 
The Iron Age, weekly, established 1855 (@@) 

e. For more than a generation the the eon. 

ug ication in the hardware, iron, machinery 
and metal trades. 

Printers’ Ink awarded a sterling silver Sugar 
Bowl to the Iron ‘Age, inscribed as fc ows 





its pu' 
“tion witha capone’ class. a 
The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (© ©) (669). 


Wilshire’s Magazin: Gaylord Wilshire, ed., 
123 EK. 23d St. Act. av. “ending Sept., 1902, 46, 000 
(1088). Actual av. first eight mos.. 1903, 100,625. 

Rochester, Case and Comment, mo. Law. Av. 
for 1902, $0,000 (715) ; 4 years’ average, 80,186, 


Seheneetady, G daily. A. N. Liecty. 
Average for 1902, wyt (718). Average for ti 
month of August, 1908, 08, 18, 011. 


Syracuse, Evenin: .g Herald, daily. Herald Co., 
pub. Aver. for 1902, dv. dy. 82,11 18, Sunday 29,009. 


Utiea, National Figetrical Contractor, mo. 
Average for 1902, 2,292 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1902, is, 618 (723). 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass. publisher, Average f for 1902, 8,4 8 \T2A). 


Wettevte, 5 rter. rter. Reporter 
pub. Av. for 1908 ay. 1,044, s.-wy. 2, ‘aaa 


Whitehall, wer cy weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


an i poasteh. In 1902 no issue Jess 
Rg Babe ae iver. Airet 8 mos. 1903, 6,800, 


wth h, Biblical Recorder Recorder, weakiy. Average 
7,685. Six months 1903, 8,691. 


NORTH DAKOTA. 
ait Forka, Normanden, weekly. Norman- 
902, 4,869 (744). 


Pub. Co. Average for ! 
Herald, dy. Av. for Ry ds Actual aver 


ee wae’ . 5, 629. h Dakota's BIGGEST 
La Coste & dammell, N. Y. Rep. 
pum. 


A Beacon 1902, 
7,869 (750). Your ending Sept 30, Dally oe eee, 


Ashtabula, Amerikan rikan Sanomat w’y. Aug. Ed- 
wards. Average for 1902, 8,558 (782). 





Cineinnati, Eni . Established 1842. Daily 
(© ©), Sunday (@ ©) (761). Beckwith, New York. 
Cincinnati, Mixer and Server, monthiy. Actual 


f 
month 1902, Senn First eleven 


Cincinnati. Phonographic mo. 
Phonog. Institute Co. Av. to 908 0-1 10% (164). 


Cincinnati, Trade Deview ar m’y. Highlands & 
Highlands. Av. for 1902, 2,584 (765). 


Cincinnati, by dy. Cincinnati Times- 
Star Pub. Co . aver. for 1902, 148,018 (761). 
Act, aver. Jor frat. siz months 1908, 147,601. 


Cleveland, Current Anecdotes (Preachers’ 
Mag.), mo.. Av. year end. = 875 (768). 


Colnmbas, Press, Press 
Printing Co. Actual = or by rer (770). 

Columbus, Sales 

publishe 


mt, mon . | mene 
vr. Average for t eC OBy cri ). ~ 


Dayton, News,dy. News Pub. Co. Average 
for 1902, 16,520 ). October, 1903, 16,809. 


Laneaster, Fairfield Co. blican. In A’ 
ust, ’02, no issue less than sthan 1,6 6 for 2 years (785). 


months, 7908, $40.8 875. 
Springfield, Woman’s Home Com 
so2.060 mothly, eat x, Actual av for i 
months 1009 $85,166. 


Telete. Medical and 
Actual average 1902, 10,917 Wan) 02). 


Torento, Tribune, weekly. Frank Stokes, pub- 
lisher. In 1902, no issue less than 1,250 (802). 


OKLAHOMA. 
thrie, Oklahoma Farmer, wy. Actual 
90 "22,178 (813). Year end. June 30, — 


A+ - eames Capital 

verage for y. 806. w: 

Year ending July /, 03, dy. 19, 
OREGON. 


Asteria, Lannetar. 
weekly. Average ian, 1,898 eve (820). 


oEesents se Tee Te Sian 


Portland, Pacific Miner, ner, semi-mo. 
ending Sept., 1902, $808: ir first 8 mos. 190, reser 


PENNSYLVANIA. 


| Reporter, mo. 


wy. Le ah 


Rosenberg. Finnish, 


Alleghen as was mo. AY. year 
end. * > was former- 
1 ssid & Pastcborg nd teeeocontioned 


the name of The American Home Companion. 


Doanciioviie, Courier, week Rey ~ av. for 
1902, Sy 65 (838). The “ Courier” daily issue 
since Nov. io02 ; stateme't tement upon a 


Erte. Times, daty. y. Average for 1 20,645 
(343). EB. Ki 2, Special Agent, New ¥ York 


Narriebu hoe graph. dy. Te tome issue ri year 
end. Feb., Ser 
end, July, '03, Set average Sept. es, io, 


Philadelphfa, American Med . AY. 
for 1902, 19, Ie (885). Av. Mi Av. March 1908, 16,827. 


Philadelphia, Camera aghrank V. 
Chambers. "Average for 108, 6,7 
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Philadelp! phia, Farm Journal, monthly. Wil- 
mer Atkinson Company, publishers. Average 
for 1902, 528,127 (i Printer. 
the seventh sugar to Farm Journal with thie 
‘avsarded Fg 25th, 1902 

“ Printers’ ‘The Little 
ye Rnccknatter® ‘in the Art of 
© Canes ay to the Farm 

x fter acanvassin 
Panag f half a an 1 : over 

7) @ year, , amon 

published in the tmited % = 
| the one that serves its purpose 
Pe a di ‘and: ‘or the tu- 
“ral ation, and asan effective and wt 
- with them, 





« , <, ‘its ertising columns.” * 
Philadelphia, Grocery W World, yh Grocery 
b. Co. AY. for 1908 9,408 (867). 

siz months 1903, 9, 730. 
Ebiadolphte, Press. sAv. 

daily. Net average for Oct., Sor Oct., SS OT Atte, 
Goh een pie. Public Led Y- er, daily. Adolph 

8. Ochs, @O®) ¢ 
Philedelphiag a Church Messe: omaneer, 
w’y. 1306 Arch st. Average f for 1902, 8,574 (868). 





PR bay my fener ee Sceool }——— vio 
verage for Aeorage § 0 J 
4, 1903, 108,057. Religious ous Pree Anon v 
Philadelph hia, _- aad 
Bulletin, d. &. 8. Average fo’ rigs, | H 
sworn, 180,489 (on cophes daily, 
net — Average for first siz 
hs of 1903, sworn t, 
141,196 per day, net paid. 
in’s circulation res 
are ade all damaged, unsold, re- 
fwaed and free copies ded: No 
— et +4 per states or ints ite net 


in goes daily into 
delphia ee than any other edtam. It has by 
many sponsands the largest city circulation in 
Philadelphia. 


Pitteburg, Chronicl«-Telegraph. Aver., 1902, 
67,842 (87 y. Sworn statement un application. 
Pittabu Gazette, d’y and Sun. Aver. d’y 
1902, 60,22: (876). Sworn statem’t on application. 


Ptttsburg, ae World, wy. Av. 02, 16.025 
(877). Reaches best paid class of workmen in U. 8. 


average for i902, BO'DT1 76). yt fret oi 
verage for rst six 
months 1903. 64, B71. 

Seranten, Tim nin 
Lynett. Average for i902, 2. 19,917 ( 

Warren, poreninge Vannen, Swedish, mo. 

Av. 1902, 1, 541 (889). Ciroula Circulates Pa., N. Y.and 0. 

Washington, Reporter, porter, daily. John L. Stew- 
art, gen. mgr. Average | for 1902, 5,857 (889). 


Went Chester, Local N 7 had 
Hodgson. ores for for 1902, 15,086 890). 


a ©. 


York, Dispatc Publishing 
Co. Average i902, $2: F801 (eos) Average for 
October, 1903, 8,166. ° 


RHODE ISLAND. 
ora ess aS ates Beam Se 
581, average 1902 cue. Feovidimae idence Journal Co. , pubs. 
SOUTH CAROLINA. 

Anderson, ’s Advocate, weekly. G. P. 
Browne. Aver. 1 ea (899). 
Columbia, State, dai State Co., publishers. 
Average for’ 1902, Paid (901). 
the frat 


siz months of 1903, na ar a 
SOUTH DAKOTA. 


Sioux Palio, 
publishers. 
@ 


nie rT. Tomlinso: . tea, 
'y average for 
(16). ) ~~ a August, 1903, 9, 


¥en 


verage first | & 8 


TENRESSER. 
Chattanooga, ithern Fruit Grower, mo, 
acta average ite. "1 204 (920). Rate, 9 "cents 
per line. Average fi for Septem , 1908, 15,156. 


Gallatin, Semi-weekly Nev 
less than 1,850 (923). First 


News. In 1902 no issue 
irst 6 mos. 1903, 1,425, 





Knoxville, Sentinel, dai daily. Ave 1902, 
%,%@1 (925). Average October, 1903, 716. 
mphie, Commercial Ap’ . Sunday 


Me 
and week) Ave 1 Ta 06, 8 
day 84,91 , week! ye h.81 Ber eins $ mos. 
y. 28,445, Sb. 87,218, wy. 76,928. 


jen ille, Banner, daily. Av. for year ending 
Feb., 1908, 16,078 (929). Av. for June, 1903, 19,- 
56. Only Nashorlbe d'y eligible to Roll of Honor. 





Nashville, Christian Advocate, 
Smith. Average for 1902, 14,241 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 
Denton. Denton Co. Record and rita 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945, 


Herald, daily. Average for “al 
J. P. Smart. ithe tative, 


+ Bigham 


El Paso, 
8.245 (946). 
150 Nassau in Newopa k. In 
the A 

ions 


merican 
lations of ow two da 
ad rated. 
BALD rating, but ¢ it are recently been 
went that the “Times” rati 
ERS’ INK, July 22, 1903. 
La Chronicle, weekly. G. ‘ Ee ple, 
me ” hverage Cor 1902, for 1902, 1,229 (064 _ 
Past, Advocate, ‘dy. W.N 
no issue less than 1,150 (959) ; 
— —— 
Ogden, Standard. Wm. . 
for ion, ¢ daily 4,028, semi- Ist 8,081 (m0 
VERMONT. 


Batre, Times, daily. F. E. FE EY vos ser 1902, 
2,854 (974). First 


VIRGINIA. 
1908, 5,098 ¢ a Ped average for 
WASHINGTON. 


kane, Saturday §; oe, only: Frank 
a e. Average for ys r 1902, 5,88 


Tacoma, Daily News, dy. A dy. Av. a clad 
o 9 mos. 1903,14,014. Saturday issue, 17,222. 


1902, 90,000, 8. a 


ap- 
ing is fraudulent.— 





. Furey, a 190% 
‘May, 1909. 1,257. 


vai4 Cio 


itty ee} Av. 7 
ceeds : 12,500; Sy., 15,5003 wy., 8.500. 
So Beckwith > age EE ..N.Y.& Chicago. 


WEST VIRGINIA. 
Kingw 


ood, Preston Co. Journal, wy. 
Whetsell. Av. for 1902 1 507, ist 9 mos. 031, vis: 
Perkorebure, Sentinel, daily. — Hornor, 
pub. Average for 1902, 2,804 ( 
Wheeling, News, d’y and my. Pub. Co 
Av+rage for 1902, a’y $,026, S’y ston (1011). 
theater venga 


Fiattesm, Amerik: ey mb, Amerika 
lishing C Average for 1902 or 1902, 9,496 (1026). 


aukee, Badger, mon --¥ Badger Pu 


' Milw: 
Co. Aver. for py sauag ere 85,822 (os, 
since October, 000. Kate, 30c. a line. 


Milwaukee, Evening Wisc Wisconsin, daily. 
Wisconsin Co. Av. for 1902, 20,748 8) dows. 
Milwaukee, Journal, 
Av. end. Feb., 
Oshkosh, Northwestern, d 
5,902 (1036). First 4 mos 


Bondse Nes tee: Sade. 
ian Sere. po acu 


1903, 29,425 
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miinnaenaaa 


Raeine, Journal, Journal Beating Oo. 
domage oi months to fairy 1, 1903, 8, 706. 

Badne, Wise Agriculturist, weekly. 
for 1902, “ot, bis (1089), For year ‘ended 
sober 31, 1903, $1,989. 

weekly. Post Pub! Co. 
Psst te hr — 


BRITISH COLUMBIA. 

Vancouver, Province. ily. W. C. Nichol» 
publisher. Average for 1 eon. %, 987 (1051). 

Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 

MANITOBA, CAN. 

Winnipeg, Der Nordwesten, German weekly. 

Average for 1902,8,161. ‘st 9 mos., 1903, 9,100, 


Winnipeg, Free Press, daily and week Av- 
erage for 1902, daily 15,841, weekly 16. 674 
(1064). Daily, first ten months, 1903, 18,206. 








NOVA SCOTIA, CAN. 
Halifax, Herald and Bresing Mail. Average 
for 1902, 8,57 1 (1060); Aug.- , 1903, 10, sae 


ONTARIO, CAN. 
Teronte, Canadian implement and Vebicle 
Trade, monthly. Average for 1902, 5,250 (1087). 


Toronto, Star, daily. Ave Average for 1902, 14,- 
161 (1084). Six mos. fo October 1, 1903, 21,880. 


QUEBEC, CAN. 

Montreal, La Presse. et ~ eo ae 
lisher. Actual average -— 70,420. 
Average to Sept. ist, 1908, 008, £5,088 ). 

Mentreal, Les Debats, w wy. Ed. Charlier, — 
Av. 1902,6,577. This paper is now publ 
der the name of Le Combat Journal independent. 

Montreal, Star,dy.&wy. Graham &Co. Av. 
for 02, dy, 55.079, vy. 121. 418 (1098). Sixmos. 
end. May 3/, 03, dy. av. 65,147, wy. 122,157. 


ga No Amount _of Money 





§~ can buy a place in this 





MF list for a paper 





MF -not having the 





GF requisite qualification. 
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A JOURNAL FOR Se ee 





(a Issued every Wedne: en cents a 
copy: weg s five die a year, in 

vance. dollars hundred. No back 
numbers. 


Being printed from plates, it is always 
le to issue a new edition, of five hundred co > 


si 
ies for $30, ora r number at the same ra 
Pub es) to ibe for PRINT- 
ERs’ Ink for the benefit of ad ns may, on 


appiieation, obtain special conti 

ifany person — has not paid for it is re- 

cei PRINTERS’ INK it is because some one has 

bed in his name. mentee is stopped 
the expiration of 


pote J. Zince, 
Business Manager and Managing Editor. 








OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, DEC. 2, 1903. 
ADVERTISING HELP. 
II. 


First clear away all the rubbish 
of your past notions. Forget that 
you are going to write your own 
advertising. Just sit down, quiet- 
ly and alone, and think about your 
business. Think about it in the 
objective—not as your business, 
but as some other man’s business. 

There are three strong funda- 
mental features about this busi- 
ness. First, your goods; second, 
your customers, and third, your- 
self. To get good results from 
your business you must have har- 
mony of all three. You will have 
to accept your customers as you 
find them, but you can influence 
your goods and control yourself. 

Think of yourself as another fel- 
low. Get some good, intelligent 
friend to tell you your faults and 
good points. Are you cross, ir- 
ritable, exacting or slipshod? Only 
a good merchant can get up good 
advertising. If you are not right 
get yourself fixed at once. The 
personal feature of every merchant 
counts for more than the goodness 
of his wares. You can get the 
goods providing you have the abili- 
ty to sell them. You can change 
your stock easier than your char- 
acter, but it can be done if you 
make sufficient effort. 

See that your store is stocked in 
harmony with the needs of your 
customers. Get a close line on 
what they want. Never mind what 
you want to sell. You are the 

















servant; your customers are your 
masters. 


Satisfaction is built on a 
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host of little things that you may 
not realize. Your customers never 
understand why they are influenced 
to trade at this or the other store, 
The subtle influences are only un- 
derstood by the close student of 
human nature. 

What has this to do with adver- 
tising? Everything. It gives you 
the proper foundation on which to 
base your efforts. When you prop- 
erly estimate your own value, the 
good of your store to the public, 
you have made great progress 
toward good advertising. Know 
thyself first before you attempt to 
tell others what you are like. 

Every business has a feature— 
or should have—that is different, 
better, than others. This feature 
may not be a big thing, but it may 
be just enough to turn the balance 
of trade in your favor if properly 
handled. Get just as good a feature 
as possible, then advertise it. 

If ten stores are selling the same 
goods at the same price, the trade 
will not be evenly divided. Busi- 
ness is the survival of the fittest. 
There is always a reason behind 
every success—a cause for every 
failure. The live, wide-awake, 
good-natured man will get the most 
trade, and he is entitled to it. 

And now to the writing. Every 
ad should be a message, an account 
of some feature about some par- 
ticular article. Don’t try and cover 
the whole store in one ad. Select 
some seasonable article that is in- 
teresting. Don’t select the article 
because you are anxious to sell it 
just now, unless you are willing to 
sacrifice on the price. Don’t select 
what you want to sell, but what 
you think your customers will want 
to buy—now. Never use your ad- 
vertising to work off dead or out- 
of-season stock unless you make 
a price concession. Select bright, 
new, fresh goods—goods over 
which you can really work some 
enthusiasm. 

When writing forget words. Just 
keep your mind on your goods and 
your customers. Think of the facts 
they would want to know and then 
write down these facts in the most 
simple and plain manner. Don’t 
be scared if it looks quite ordinary. 

You must have a thought in your 
own mind before you can write. 
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Get the thought first. Get it well 
fixed before you write. Then put 
your thought into words and write 
the words down. Use ordinary 
words. Don’t attempt big, high- 
sounding forms. It may ‘not be 
just grammatical. It should be 
clear and plain even at the risk of 
criticism from a technica! point of 
view. You are a business man. 
You have an average education and 
a lot of good honest goods to sell 
and a world of good cheer and 
hope in your business. Your words 
are a picture of your goods and 
your good cheer and hope. They 
will find a response in the hearts 
of men and women. They will 
come to like you on account of 
your frankness and_ simplicity. 
They will have faith in you. They 
will buy your goods. That is the 
aim and object of advertising. 


Tue Christmas Collier’s will ap- 
pear December 8. The edition is 
to be 600,000 copies. 





A NEw paper controlled by Mr. 
Hearst and called the Los Angeles 
Examiner is scheduled to appear 
in that city December 13, accord- 
ing to the San Francisco Bulletin. 





AccorDING to a detailed state- 
ment submitted by the S. C. Beck- 
with Special Agency, the Philadel- 
phia Press had a daily average 
circulation of 107,474 copies dur- 
ing October, 1903. 


ADVERTISING should be positive. 
Some ads hedge, and qualify, and 
say nothing. The ad that pays is 
the one written because the adver- 
tiser had something to say and 
said it. 

THE weekly edition of the Mont- 
pelier Argus and Patriot is a power 
in the country districts of Central 
Vermont, as is shown by its list of 
over three thousand subscribers 
who seldom or never read the daily 
papers. Its annual circulation 
statement to the American News- 
paper Directory shows that its aver- 
age issue in 1902 was 3,556 copies. 
A glance at a copy of the Argus 
and Patriot will demonstrate its 
virility to any judge of country 
newspapers. 
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Aps properly planted and care 
fully cultivated will yield a harvest 
of returns. 


Too many arguments in an ad 
weakens the force of each individ- 
uai argument. 


Fautty goods behind good ad- 
vertising have been responsible for 
more loss than lukewarm adver- 
tising of good goods. The !atter 
often pays. The former never can 
for any length of time. 


CoMPETITION becomes more ac- 
tive in business with the possi- 
bilities of success in it. It is pos- 
sible to make much more money 
now than in former years. But it 
is true, also, that it demands more 
energy and push now than ever 
before in the history of trade. 
There are so many excellent 
chances that a larger number of 
active, bold spirits are attracted by 
them and seek to seize them. 


Goop judgment is the essence of 
success in advertising. One must 
know how to offer goods that the 
people want, or that they think 
they want, which is in effect the 
same thing. The wares must be 
seasonable, or they must be sea- 
soned with the savor of seeming 
to meet present needs. It is in- 
dispensable that the successful 
business man shall understand 
thoroughly the requirements of the 
public which he reaches. 


ADVERTISING is a plain business 
proposition; manage it well and it 
pays you, manage it indifferently 
and it is a loss—Graves, Nance 
Co., Laughlin Building, Los An- 
geles. 





Four weeks more—the 
special offer — PRINTERS’ 
Inx at three dollars cash 
for a whole year. Sub- 
scribe before the time 
slips by. 
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Ir the ad pays the reader it will 
pay the advertiser tenfold. 


“CaTcHY” is a word that was 
once applied liberally to adver- 
tising, but it has dropped out of 
sight since it was learned that good 
advertising is never meant to 
“catch” anybody. 

THERE would be less complaint 
about lack of results from adver- 
tising if the advertiser allowed as 
much time to laying the founda- 
tions of profitable publicity as was 
devoted to building up the busi- 
ness itself. “Slow fire makes sweet 
malt.” 





ScrANTON, Pa., has a clearing 
house for trading stamps. The 
New York Store, that city, con- 
ducts an exchange department 
where trading stamps of the sever- 
al kinds used by different mer- 
chants may be exchanged for 
others, thus enabling the possessor 
to fill books quickly. Stamps are 
also bought for cash or taken in 
payment for any kind of mer- 
chandise. 





By means of a splendid carrier 
system, the Newark, N. J., Evening 
News reaches the homes, not only 
of Newark, but throughout the 
wealthy section composed of the 
Oranges, Montclair, Arlington, 
Bloomfield, Summit and all other 
towns in Northern New Jersey and 
also along the New Jersey sea- 
coast, representing a_ thrifty, 
wealthy population of over 600,000. 
A thorough investigation can only 
serve to demonstrate the absolute 
truth of my claims—M. Lee 
Starke. 


Tue Essential. In advertising 
in the Buffalo field, the foundation 
rock on which everything else is 
based is the Express. With it most 
of the field is covered, and the best 
of it; without it, the most profit- 
able portion is left untilled. 

That is because the best class of 
the readers of all the other papers 
take the Express too, while the best 
of the Express’s readers hardly 
glance at any other paper. 

Why? Because the Express is 
both excellent and popular. — 





Leaflet of the Express. 
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Tue New Thought, Ella Wheeler 
Wilcox and William Walker At- 
kinson, editors, formerly published 
at Chicago, is now published at 27 
East Twenty-second street, New 
York City. 


THE Advertiser's Iland-Book is 
a new PRINTERS’ INK baby from 
Knoxville, Tenn., published by J. 
R. Williams, an advertising spe- 
cialist of that town. The first is- 
sue contains sixteen pages of cred- 
itable miscellany, chiefly local in 
its trend. 


THE Mail and Express has estab- 
lished as a permanent feature of its 
literary department a_ regular 
monthly Magazine Review, appear- 
ing on the last Saturday of each 
month, which is devoted entirely 
to reviews, comments and criticisms 
of the monthly magazines. This 
new feature of the Mail and Ex- 
press is meeting with great suc- 
cess. 





TALK as you will about the decay 
of country weeklies, the local news- 
paper will always be necessary in 
every small community. There are 
plenty of towns in this country 
where two or three weeklies are 
published, where it does not seem 
to an outsider as though any one 
was really necessary to the town. 
But this is always the fault of the 
papers—not of the community. No 
village is so small but it will sup- 
port a local newspaper of the right 
sort, and few towns are so small 
that a live local paper is without 
value as an advertising medium. 

AccorpInG to the New York 
Sun, the ten greatest seaports of 
the world are the following, named 
in order of the over-sea traffic en- 
joyed by each: 

London, 

New York, 

Antwerp, 

Hamburg, 

Hong Kong, 

Liverpool, 

Cardiff, 

Rotterdam, 

Singapore, 

Marseilles. 

_If the coastal figures were con- 
sidered with those of the deep sea 
trade of the various ports, New 
York is to-day the leading seaport 
of the world. 
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Be sure you're right and then 
persist. 





THE Thomas Auto-Bi is a motor 
bicycle, made by the E. R. Thomas 
Motor Co., Buffalo. The firm 
wants young men to introduce and 
sell this vehicle, and to that end 
sends out a booklet entitled “A 
Sure Road to Success,” in which 
the machine is not only described, 
put the selling possibilities and the 
opportunities that lie to the hand 
of a young man who will think suc- 
cess and work for it. The matter 
is optimistic and convincing, and 
ought to attract the right sort of 
people. The booklet bears the im- 
print of the Murray-Woodward 
Advertising Co., Buffalo. 

THE Kalamazoo Gazette-News 
issues a folder in which its pub- 
lisher asserts a daily average for 
October of 9,243 copies. The Kal- 
amazoo Telegraph, the only other 
daily in Kalamazoo, is credited in 
the Roll of Honor with a daily 
average of 8,424 for the first nine 
months of 1903. Last year the 
Telegraph had 7,403 in Rowell’s 
Directory. The Gazette-News had 
7,340, and has made so much hulla- 
balloo about the odd fifty-seven 
copies that both papers have been 
well advertised the past year. 
Evidently there is little difference 
between them, and both are impor- 
tant in covering Southwestern 
Michigan. 

NINE merchants of Wyoming 
County, West Virginia, were ar- 
rested some months ago for selling 
Peruna, on the ground that it was 
an intoxicating drink and violating 
the liquor laws of the State. A 
test case was tried, says the Wyo- 
ming Herald, Oceana, W. Va. A 
bottle of Peruna was analyzed and 
found to contain twenty-eight per 
cent of alcohol. The defendant ad- 
mitted selling it, but held that it 
was a patent medicine, extensively 
advertised, and he bought it as 
such, desisting from further sales 
when he learned that it was also 
an intoxicant. The court instruct- 
ed the jury to return a verdict of 
guilty, and a fine of $100 was im- 
posed, which will apply in the other 
eight cases, 
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In connection with his duties as 
Assistant General Manager of the 
Minneapolis Tribune, A. W. Pe- 
terson is now manager of the ad- 
vertising department of that paper. 


WirTH a ten-cent box of smok- 
ing tobacco recently bought at one 
of the United Cigar Stores the 
purchaser received three different 
coupons. The first was in the box, 
fifty being good for a briar pipe, 
presented by the manufacturer. 
The second was a rebate slip past- 
ed to the box, twenty-five being 
redeemed with a self-closing to- 
bacco pouch by the United Cigar 
Stores Co. The third was a cer- 
tificate given by the cashier, rep- 
resenting ten cents, good for that 
amount in the purchase of a large 
assortment of premiums given by 
the company that controls these 
stores, 


American Newspaper Directory 


for 1903, price - - - $10 

American Newspaper Directory 
for 1904, price - - - {0 
$20 





IF BOTH ARE WANTED A REDUCTION OF 
$5 IS NOW ALLOWED. 





The subscription price of the 
American Newspaper Directory is 
ten dollars a volume. 

The latest issue was published in 
April, 1903. The price of that issue 
is ten dollars. 

The next issue will be published 
in April, 1904. The price of that 
issue will be ten dollars. 

For fifteen dollars sent now a 
subscription will be accepted for 
both the last issue of the Direc- 
tory and the next issue. The last 
issue to be sent, carriage paid, as 
soon as the order is received: the 
next issue to be forwarded, car- 
riage paid, as soon as published, 
i. e., in April 1904. If interested 
remit fifteen dollars to 
Publishers of RowELt’s AMERICAN 

NEWSPAPER DrREcTorY, 
No. 10 Spruce street, New York, 
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On page 16 of this issue readers 
of the Little Schoolmaster will 
find a reproduction of an advertise- 
ment of Collier’s Weekly, which 
is to appear in the space of two 
pages in the Saturday Evening 
fost. The modern process of re- 
diction by photography is so in- 
expensive that Printers’ INK of- 
ten likes to preserve in its pages 
advertisements of a striking na- 
ture, and it is always done entirely 
free of charge. 


“Tue Land of Now” is a hand- 
some forty-eight page booklet, 
issued by the Rock Island System 
for following up inquiries concern- 
ing Oklahoma. The road is pro- 
moting this territory through the 
magazines, and such an ad as the 
double-page “Oklahoma—An_Op- 
portunity,” in the Saturday Even- 
ing Post of November 14 marks 
the furthest possible advance over 
railroad literature of the times 
that were. The paragraphs in the 
chapter “There Are Obstacles” 
show how honesty and the presen- 
tation of both sides of the picture 
make for better advertising than 
the old method of beslobbering ad- 
jectives over the bright side and 
saying nothing about drawbacks: 

There are obstacles. Of course there 
are. There always are. If going to 
Oklahoma were as simple an undertaking 
as boarding a street car or calling on 
a neighbor, the population of the terri- 
tory would be ten times as great as it 
is. But it isn’t a simple undertaking; 
it’s a big thing—one of the biggest 
things in a man’s life. It means the 
severance of family and social ties. It 

eans that for a time at least one is apt 
© lead a rather lonely life. In some 
cases, it means that a man must start 
all over again. There are obstacles. 
They are big enough to deter many a 
man, but they are not insurmountable 
and they are not one-tenth as great as 
those our forefathers met and overcame. 
Take Indiana and Ohio and _ Illinois, 
seventy or eighty years ago. What did 
the newcomer find? Did it not take 
him weeks, yes, even months, to reach 
his destination? Did he not have to 
make the journey under conditions of ab- 
solute hardship and sometimes of dan- 
ger? And when he reached his journey’s 
end, was the outlook especially reassur- 
ing? Did he not have to clear his land 
and build his house and fence his fields? 
Of course he did. And are you made of 
softer stuff than he? Could you not, if 
necessary, endure some of the privations 
which your forefathers endured? You 
could; of course you could. But you 
need not. For the Oklahoma of to-day 
1 very different from the Illinois of 
1830, 





THE following prize competition 
opened by Mr. Thomas Balmer, 
advertising manager of the But- 
terick Trio, 17 West Thirteenth 
street, New York City, is well cal- 
culated and interesting enough to 
bring forth valuable ideas and sug- 
gestions that may be slumbering 
now. Mr. Balmer’s proposition is 
one that has the Little School- 
master’s full indorsement. It is 
wise to draw out outside talent and 
ideas by offering substantial re- 
wards for meritorious opinions, 
and Printers’ INK has no doubt 
that Mr. Balmer will get material 
that benefits his business in more 
ways than the one chiefly sought. 
Every active pupil of the Little 
Schoolmaster should take a hand 
and try to win the prizes offered. 
Even though a competitor may fail 
to secure a prize it will do him a 
lot of good to investigate the 
problem and write down his opin- 
ions about it. Constant mental ac- 
tivity makes the good advertising 
man. 


TWO HUNDRED DOLLARS FOR 
ESSAYS ON ADVERTISING. 

I offer $100.00 for a paper that will 
set forth most clearly, concisely and 
truthfully: first, the reasons why and 
the occasions when an advertiser should 
use magazines instead of daily papers; 
secondly, why and when advertisers 
should consider both magazines and daily 
papers before selecting either one ex- 
clusively to promote their business; 
thirdly, the advantage magazines offer 
for certain lines of advertising and un- 
der what conditions the use of dailies 
offers a comparatively strong oppor- 
tunity for success; fourthly. the con- 
ditions that require magazines to be 
used after the daily papers, and the 
proper time in which the magazine ad- 
vertising, in such cases, should be made 
to carry on the work started by the daily 
papers. In addition, cite instances from 
personal knowledge, or quote reliable 
authority, where advertisers have made 
their entire success in introducing goods 
nationally through the use of magazines 
exclusively. 

For the best paper $100.00 will be 
paid. For the four next best $25.00 each 
will be paid. Each manuscript must be 
typewritten and unsigned, but the name 
and address of the writer must be en- 
closed with the manuscript in a separate 
sealed envelope. Each manuscript will 
be given a number to correspond with 
the number on the accompanying sealed 
envelope, which will not be opened until 
all the manuscripts have been passed 
on by the judges. The manuscripts will 
be submitted to the verdict of five lead- 
ing advertising magazine agents. who 
will mark the first five in their relative 
order. There is no limit to the number 
of words that may be submitted, but in 
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scripts of equal quality conciseness 
mil be toreferred. In making awards 
good English and lucid argument will 
also be considered. : 

Manuscripts must be mailed not later 
than February 1st to Thomas Balmer, 
Advertising Manager of the Butterick 
Trio, 17 West Thirteenth street, New 
York City, and the awards will be paid 
by him as soon as the decisions of the 
five judges have been rendered. 

If a manuscript among those not re- 
ceiving a prize contains an important 
argument not mentioned by any of the 


prize winners, arrangements will be made 
for its purchase. a 

Every student of advertising should be 
interested in knowing when and why 
magazines should be used in preference 
to any other form of publicity. It is in 
the interest of securing the best opinions 
on the subject that-this offer is made. 

The following leading magazine ad- 
vertising agents have kindly consented to 
act as judges: ‘ 

Fuller’s Advertising Agency, C. H., 

Lord & Thomas, 

Mahin Advertising Company, 

Procter & Collier Company, 


Thompson Company, J. Walter. 


Tue Powers Mercantile Co., the 
Minneapolis department store that 
holds the distinction of using more 
newspaper space than any other 
store in the Flour City, last Sun- 
day complimented its favorite ad- 
vertising medium, the Tribune, by 
perfuming all of the white paper 
used in printing the Tribune for 
that day. The mechanical engineer 
of the Tribune procured gallon 
bottles and constructed atomizers, 
which were connected by rubber 
hose with the compressed air plant 
of the Tribune. This secured a con- 
stant and even spray of the dainty 
perfume which was to greet the 
reader Sunday morning when the 
Tribune was opened. One atom- 
izer sprayed each of the three rolls 
of paper on all three of the great 
Hoe perfecting presses. Two bar- 
rels of perfume were used. 


Every publisher in the 
United States, whose 
medium has a just claim 
for advertising patronage, 
either on the ground of 
quality or quantity — or 
both—should read the ar- 
ticle “A Step Forwarp,” 
on pages 3 and 4 of this 
issue of PRINTERS’ INK. 
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THE SPACE CLUB OF BOSTON. 

The organization of the Space Club of Bos- 
ton began to assume definite form on Monday 
evening, Nov. 16, at the American House, 
when about fifty men in the advertising busi- 
ness assembled to discuss plans of organiza- 
tion. It was a representative gathering of the 
heads of advertising agencies, newspaper pub- 
lishers and men from their advertising depart- 
ments, advertising managers of leading busi- 
ness concerns of not only Boston, but of New 
England, and Boston representatives of the 
principal publications of the country. All 
were enthusiastic over the great need a a club 
in Boston, which would include all men con- 
nected with the advertising business or its 
allied interests, and it was apparent that the 
ag Club would become a successful reality. 

r. John H. rong publisher of the Boston 
Traveler, was elected chairman, pro tem., 
and Mr, P. F. O’Keefe, of Pettengill & Co., 
temporary secretary. The question most dis- 
cussed was whether they should organize as a 
dining club, with only monthly dinners, or as 
an organization with permanent club rooms. 
The majority seemed to be in favor of the lat- 
ter. It was decided to have a dinner on.Mon- 
day evening, December 7, which all those 
present agreed to attend and bring one or 
more eligible members. The dinner committee 
appointed consisted of J. W. Wharff, How- 
ard F, Marston, and Henry G. Pagani, of the 
Pagam Advertising Agency. 

The following committees were appointed to 
report at this dinner: On Organization and Fi- 
nance—John H. Fahey, Clarence E. Jagger, 
Harry A. Wheeler and E. J. Seward. To 
Look Up Temporary and Permanen. Quarters 
—W. J. Hynes, of the Boston Herald; George 
W. Coleman, Joseph C. Drum, Hon, John F. 
Fitzgerald and Harvey W. Bell. On Member- 
ship—P. F. O’Keefe, William H. Lyons, 
Carrol J. Swan, Frank L. Erskine and Harvey 
W. Bell. The club is desirous of securing as 
many non-resident members as possible, and 
proposes to make its club rooms an invit- 
ing headquarters for all out-of-town advertis- 
ing men when visiting Boston. Any one desir- 
ing to send in an application for membershi 
to the Space Club may address Mr. P. F. 
O’ Keefe, of Pettengill & Co., Boston. 

+ 
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Ellis Fayette Olmsted, adver- 
tising manager of the Natural 
Food Co., Niagara Falls, N. Y., 
believes that advertising would be 
greatly simplified and advanced if 
advertisers and publishers in every 
part of the country could come to- 
gether at least once a year to talk 
things over. There is no national 
organization of advertising men. 
Such associations as the Sphinx 
Club are more or less local in their 
work, and chiefly social in their 
purpose. Thev take up advertising 
questions and are helpful to a cer- 
tain extent, but have no serious 


aim. 

“What the advertising world 
needs,” said Mr. Olmsted recently, 
“is a national club or association 
that will meet to promote the wel- 
fare of both advertisers and me- 
diums. Such an association could 
settle many questions and institute 
reforms, but thé most valuable re- 
sult would be the bringing to- 
gether face to face of the men who 
are interested in advertising on its 
several sides. Until a man has 
conducted an advertising campaign 
he can have no notion of the detail 
and difficulties that attend the most 
ordinary transactions between ad- 
vertiser and publisher. Most of 
this business is transacted by cor- 
respondence. The parties do not 
know one another personally, and 
things go along at cross purposes, 
often ending in actual hostilities. 
Personal acquaintance of adver- 
tisers and publishers not only 
makes this relation more congenial, 
but gives each the benefit of the 
other’s experience and knowledge, 
and fosters the toleration that one 
naturally has when he knows what 
difficulties the other man works 
under. The advertiser has knowl- 
edge that can’t be put into corre- 
spondence, and so has the publisher. 
When they get together and talk 
on advertising, each learns some- 
thing that neither knew before. 
Last summer, for example, the 
Eastern and Western forces of the 
Ladies’ Home Journal met in Buf- 
falo. We invited them up to Nia- 
gara Falls to inspect our plant, and 
the day spent together taught us 
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all something about advertising 
and broadened our views. It con- 
firmed my opinion that such meet- 
ings could be brought about as a 
national affair. This is an idea 
that has been next my heart for the 
past year. I have written to ad- 
vertisers, magazine men, news- 
paper publishers and advertising 
managers in various ‘parts of the 
country, and the suggestion has re- 
ceived sincere endorsement. They 
are all in favor of it. I have been 
very careful to say nothing about 
plans of organization, however, and 
haven’t even invented a name for 
the association. These details must 
be worked out by members when 
the association begins to take 
shape. Such an association must 
be the tool of no clique or faction. 
Personalities and personal interests 
ought to be laid aside. Perhaps a 
national club would develop a s0- 
cial side, but it seems to me neces- 
sary that business and social in- 
terests be kept apart. Whether a 
single club for the whole country 
would be best, or a national as- 
sociation made up of local clubs, 
must be determined later. Perhaps 
meetings could be held as often as 
twice a year at some convenient 
point. The idea is to bring to 
gether buyer and seller of adver- 
tising space on a middle ground, 
for the settlement of problems and 
the development of methods where- 
by advertising can be carried on 
more easily and with more profit 
Advertising is growing very rapid- 


ly. Mediums are expanding and 
multiplying. Space is growing 
more costly. New methods are be- 


ing developed everywhere. It is 
necessary to have a national or- 
ganization that will bring the vari- 
ous interests together and make 
each useful to all. That is the 
practice followed in other trades 
and professions. It has not been 
applied to advertising because ad- 
vertising is so very new. 

“T don’t like to refer to this idea 
as a plan. It is simply a sug- 
gestion. Everybody concerned 
seems to think well of it, and now 
I should like to lay it before the ad- 
vertising world through the pages 
of Printers’ INK, inviting discus- 
sion. M. Lee Starke, the New 
York special agent, is thoroughly 
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interested in the idea. We will 
appreciate correspondence on the 
subject, or suggestions as to means 
of making the association an ac- 
tuality. Correspondence may be 
addressed to Mr. Starke at the Tri- 
bune Building, New York, or to 
me at Niagara Falls. We are both 
anxious, however, to avoid giving 
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Mr. Olmsted’s suggestion out- 
lines an organization that has no 
counterpart at present. The 
Sphinx Club, in New York, is the 
parent of many local advertising 
clubs modeled on similar lines. 


These are made up of advertisers, 
both local and general, publishers 
of papers and magazines, adver- 


Mr. ELLis FAYETTE OLMSTED. 


the impression that we are per- 
sonally organizing sucn an associa+ 
tion. If an organization is per- 
f sted it should be brought about 
by the advertising interests of the 
whole country, and embody the 
most helpful sentiment in business 
to-day—the spirit of ‘get  to- 
gether.’ ” 


tising agents, and so forth. The 
work of these clubs is confined to a 
monthly dinner or smoker during 
the winter. Advertising questions 
are discussed and some helpful in- 
formation brought out, but as a 
rule the social side of the club over- 
shadows the business side. This 
phase has aroused considerable 
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criticism, but as the clubs are 
avowedly social they can hardly 
be blamed for having no serious 
gurpose. The Association of Am- 
erican Advertisers is composed of 
general advertisers, and confines its 
work to ascertaining circulations. 
The American Newspaper Pub- 
shers’ Association attends only to 
publishers’ interests, while the Am- 
erican Advertising Agents’ Asso- 
ciation, composed of the leading 
general agents of the United States, 
is intent only on maintaining the in- 
tegrity of the agent’s commission 
and weeding out the irresponsible 
parties that continually appear in 
advertising. The Quoin Club, New 
York, is an association of magazine 
men. There are other organiza- 
tions, but all are local or con- 
fined to limited interests. The sug- 
gestion offered by Mr. Olmsted 
might be embodied in an associa- 
tion that would make life better 
and sweeter for everybody con- 
nected with advertising. Certainly 
it deserves thought and discussion. 





NOTES. 


From the Star, Schenectady, N. Y., 
comes a folder containing interviews with 
newsdealers in the paper’s own city, 
showing the extent of its daily sales. 


A RATHER cheaply printed folder is 
sent out by J. B. Brewster & Co., Broad- 
way and 4oth street, New York. Some- 
thing more tasteful and expensive is 
needed to talk of fine carriages. 


“Angap of the Ticker” is a book of 
Wall street information couched in the 
form of a narrative. Published by the 
Serial Book Company of New York, it is 
sent out as an advertisement by Mallett 
& Wyckoff, stockbrokers, 10 Wall street. 


THE meaty little periodical for found- 
rymen called the Obermayer Bulletin, 
published by the S. pang Co., De- 
troit, Mich., is a year old with the 
September issue, and this month also 
— the thirtieth anniversary of the 
rm. 


Drintnc car menus are one of the 
minor mediums of railroad advertising, 
but by no means _ insignificant. The 
Mobile & Ohio Railroad issues a set of 
three cards handsomely embossed and 
bearing scenes on the cars. Sets are fur- 
nished passengers for souvenirs. 


“Eventnc Clothes,” a handsomely 
printed booklet from A. B. Kirschbaum 
& Co., Philadelphia, has a cover by 
Joseph C. Leyendecker and four seated 
fieures evidently by the same artist. Pub- 
lished for the retailer, the text is con- 
fined to descriptions and prices, with a 
Eons on evening dress and its mak- 
ng. 
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“Do You Wonder?” is a booklet from 
the Evening Union, Schenectady, N. Y,, 
containing vital statistics and advertis. 
ing information in terse form. 


“SwitcHBoarps” is the latest cata 
logue of the Stromberg-Carlson Tele 
phone Manufacturing Co., Rochester 
and Chicago. Like all the company’s 
literature, it is magnificently print 
while the arrangement is logical an 
each bit of mechanism is thoroughly jl. 
lustrated and described. 


Tue Citizen, Columbus, Ohio, keeps 
its circulation before a few hundred ad- 
vertisers by means of a monthly blotter 
at a cost of at least one cent each. The 
Citizen is entitled to entry in the Roll 
of Honor, which would seem to be the 
cheapest medium for accomplishing this 

urpose, to say nothing of its being the 

est. 


Sarcent & Company, New York, send 
a packet of literature used in adver. 
tising their Wem Food Choppers. The 
most conspicuous item is a book of ad- 
vertising suggestions for dealers, out- 
lining window displays, booths at coun- 
ty fairs, distribution campaigns and 
newspaper advertising. The company 
furnishes literature and electrotypes to 
dealers who co-operate. 


A Lonpon writer going over the files 
of old newspapers in the British Mu 
seum finds some interesting facts about 
circulation in the latter part of the 
eighteenth century. Among the curious 
incidents recorded is a case, ten years 
after the Times had begun to appear, 
where a man was fined $25 for letting 
people sit in his room and read his 
paper at a o“~ of a penny each, 

here were no free reading-rooms in 
those days, and a daily newspaper was 
a luxury far beyond the means of the 
common people. In fact, the govern: 
ment objected seriously to cheap news- 
papers, and a tax, which sometimes was 
as high as eight cents on eacy copy cir 
culated, tended to make newspapers not 
only dear, but few. 
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Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. All per. ‘orm, some valuable and 
necessary services to i 





isers if the fact were 'y brought to 
Ppa rod A tention in Of the Little 
School master. 


RINTERS’ Ink desires to start a classified di- 
rectory, listing as wany recognized agencies as 
may see the wisdom of having a card in the repre 
sentative advertising journai in the United States. 
Such advertisements cost ten cents per line net and 
are set in pearl. Count six words to the line. 


CALIFORNIA. 
URTIS-NEWHALL CO., Los Angeles, Califor- 
/ nia. Place advertising ar 1y where—maga- 
zines, ne ta ag trade papers, outdoor. Effect- 
ive designs Good copy. Information about 
Pacific Coast and Orient. 


CALIFORNIA—PACIFIC COAST. 

BARNHART AND SWASEY. 107 New Mont- 
gomery S8t., 8an Francisco—Largest agency west 
of Chicago; occupy 10,000 sq. ft.; employ 60 people; 
manage all orany part of an ant a 
paign; con save advertisers money Wrakwiieg 28- 
diciously for newspapers, billboards, wall signs, 
street cars,distributing,etc. Can place goods with 
wholesaiers and retailers. Knowing Ccast condi- 
tions, we can place your adver ad vertis’g without waste. 


COLORAD ADO. 
HE Great West our general field—Colorado 
our specialty. Hundreds of satisfied big and 
little advertisers who have tried us, AND ARE 
STILL WITH US! 

Look at this: (“Just to get acquainted”) Send 
one dollar to-day and we will piace your ad of 21 
words—“Agents Wanted,” or similar nature— 
one time in the Best Four Sunday Newspapers in 
Colorado —combined circulation 147,000 copies— 
most prosperous State in Union. Each ad 7 
words. 35cents. GLASS ADVERTISING AGENCY, 
McPhee Building, Denver, Colo. 


GEORGIA. 
,» E. HANBURY, Atlanta, Ga.—Specialty: 
extensive advertising and establishing 3 
sales of Proprietary remedies, Seventeen years’ 
successful experience. \\ rite for partic’ 


ILLINOIS. 

DVERTISERS, consult us before placing your 

———— and get the benefit of 18 years 

of ripest experience, which is essential to all 

quccomtal advertising. Our Advertisers’ Pocket 

Guide FREE for the asking. GUENTHER-BRAD- 

FORD & CU. (Founded 1885), Schiller Bidg., 
Chicago. 


BANNING ADVERTISING COMPANY—Main of- 
fice. Marquette Building, Chicago: Eastern office, 
Temule Court, New York—accept advertising ac- 
counts from those who do not misrepresent their 


near who have ample capital to do as me 4 
o,and who value service according 
its cnt an power. 
MASSACHUSETTS. 
a ay apy Eanes AGENCY. 3 Doane 
Paid up capital, $100,000.00. In 
addition to 0 3. and — places advertising 
in English and Scotch pape’ 


NEW JERSEY. 


A’ Hewmaricet, N. J., STANLEY DAY. the Ad- 
vertisers’ Agent, furnishes estimates and 


and the time ’ you propose to contract for. 
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pects se ADVERTISING BU 
CES YOUR ADVERTISING 
IN BesT PLACES 
Established 30 years. . 20S Broadway, New York 


ORTH yr AN ADVERTISING G CO.—Or 
advertisers to give advertisers a 
- way co, Tae, SEER W. W. Seeley, 
pres.; F. James Gibson. Baxter Cater 
son, treas., 100 William St., New 3 York. 
PENNSYLVANIA. 
Lhe -— a. write and place 4-1 +0 


del hia 1 tall advertine tn ty ri fi is 
elphia news: rs h agen of it is 
done on a ark is—and we c re than 


otpene. Yet during our thirteen years’ busines 


sults—he must have them at once. As we take only 
one business of a kind, the local retail field was 
about exhausted two years ago. Then we organ- 
ized for general business, and found our 

as writers of copy and -: of 


ereee quite booe s successful in the magazine as the 
owe will g gladly refer anyone interested to sev 
bi i ~ ay that we have made phe: 


nomen 
ccessful. y-—4 be Ie can Y pines advertising 


ry’ heaply as any d 
THE IRELAND S ADVERT SING AGENCY, 
925 Chestnut Street, Philadelphia. 


——__+or+——_—_ 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 10 centsa line. Must be 
han in one week in advance. 


WANTS. NTS. 


wei E a ¢o our linotype com ition cheap. 
"HU HUGHES, Publisher: Lexington 


(oATALOGUES as id circulars pr rinted in large 
quantities. JAMES E. HUGHES, Publisher, 
ington, Ky. 


| letters, small or large ¢ uantities. 
Must mably fresh Buy x7 rent. 
“F, E. me ” Printers’ Ink 


More than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. eats any two other papers. 


PRAGESOAL advertising man of unique in- 
ide experience—able, letermined worker— 
open Jan. |. “UNIQUE,” cai care of Printers’ Ink. 


Ww. want representative in ae 2 large city to 
solicit ads for rade Foy! on 

uateien. THE RETAIL EROHANT , Dallas, 
‘ex. 


Was desire to handle good. good Advertising Novel- 

Manufacturers a lease communi- 
cate with us. TREVVETT & SHEPPARD, Rich- 
mond, Va. 


ave oeme-4 XXX, $1.35, 1,000. Printed 
with name, business and address. Cash to 
accompany y eraer. JAS. E. HUGHES, Publisher, 
Lexington, Ky. 


owaes solicits the ry | of single ad- 

rtisements. Mi _ as good as the 

ooee Yellow's, and cost ay & me on a few. 
ROMPT,” care oP. e ex 


DVERTISING SOLICITORS wanted. Active, 
bright, business get pe Good commission. 
Address RETAIL 





Old relisble cs paver 
DRUGGIST, Detro: ich 


Peesaies) NEWSPAPER MEN’S EXCHANGE, 

lished 1: represents competent work- 
ers in all er Send for klet. 368 
Main St., Springfield, Mass. 


BLE newspaper aioe or advertising man 
X can can secure, splendid 0} poossenlt 











All orders sent out and c Pp an- 
swered the same day as received. 
NEW YORK. 
a= ey GUEwenER. Paste 


evaing. eos combination 
lists from onee is, mailed on application. 
108 Fulton it, New York. 








th es 
— jon. Fine 
chance yooh inte: blished cor- 
poration. “DRAMATIC, Tener Printers’ ink. 


ws = Aye poppe Sy Ay liberal 
ion 


com missi: 
TAKANAP SOAP CO., 
Darby, Pa. 
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Wie do ti at Write for samples and 
oa 7 UGHES, Publisher Les 
ington, a a . 


W 4szeD. ay 8 a reliable soap manufacturi 
ane ‘and experienced a 
pnt ~ | man to — — — . Ss sales 
lepartment—one who can inv eg 
to be used at his ssw ‘Address ” 
nl 
prscrical ralsis wafers wee a 
sesene—Coveme ter 10 experi. 
ence—now managing pu ‘ange manu- 


‘acturi: Bn we Boy - des rabl le for 
excellent reai reasons. Address, “PROFITABLE RE- 
SULTS,’ ’ care Printers’ Ink. — ’ Ink. 


ILL mail the beautiful and popular waltz 
ballad, “The Tot with the Tan-Colored 
Shoes,” on of 15 cents in one-cent 


stamps—for a limited time cal. 
MUSIC Lay SHING CO., 
Muncy, Pa. 





GOWERS 


WP 4STED-Byan advertising canvasser of five 
peare apemenee in 
Pittsburg, the represen 
gts in as with ie Peeerre Llication to 

” 1134 Park 
Row Building. 4 York York City. 


AW THRIVING advertising age in the Middle 
West is ope: r a dopartnen for Ln. | 
of advertising py | 
in. of a good writer and a good 
bo tg 


“MIDDLE WEST,” Printers’ Ink. 
DVERTISING MANAGER, now with 
concern, poy desirable rtuni 
manufacturer or corporation. Salary $5: 
would conaider, offer for half of his ce. Broad 


salistucto® and — pF 2 Persvnal — 
— reasons for desiring a change. - 
23.7 Prin Printers’ Ink. 





Wx to furnish dail waletters to 

rs within a radius ot 500 miles of 

pte wien space in ex- 

get space for 

po to nothing, but an honest effort on the part 
c= ced <= y oy to serve 


—y 
of Send iculars. Address 
Natio AL iL NEWSPAPER SYNDICATE, 39 Har- 
per Buil , Washington, D. C. 

Wy 4step-4 first-class man in growing adver- 


tising agency—one who is thoroughly competent 
to handle correspondence. Must have best of ref- 
rence. Can address in the strictest confidence. 


“Pp. A. A.,” Printers’ Ink. 


I ey ——-«—' 52 WRITERS, especiaiuy 
ginners, will have an HG gk oppoete 

nity to demonstrate the! make 

pM by writing to us. We will tell you how 

to start a business of your own at home which 

will do more to establish your reputation as an 

tog a | a years of ordinary experience. 


WELIS & CORBIN. 
Suite B, 2219 Land Title Bidg., 
Philade elphia. 





A th ARE one potion 0 on 
w our presen me post m or sala 

not, dna fearest Ms booklet. We have 

ries, advertisi 
Techni 

clerical and cxecutive men of all kinds. High 


exclusively. 
HAPGOODS (IKC.), 
Suite ae, 309 Broadway, New York. 


Suite 529, Mo yivania Bide, Phila, 
Suite 1996, Willis eer Bldg. Seatile, "Cleveland. 








Wie Shor Stiment 
‘ave failed to bring relief— 
hen = pat ce 


THEN 
“TAKE yy PILLS auD suILe: P 


OrnEy Or o- quiere eine toes box. 
THEY’LLC their children and yours. 
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M4. % to compile and edit oe. into which 
statistics 


wepaper Must 
cars fre. appl detail and be w = fo pw In 
a) ts should 


mind that 
what they ‘ha should give as AA on = 
Address “B. Z. B,,”” 
Care Printers’ Ink. 
© CIRCULATION MANAGERS AND PUB 
LISHERS. 

I organized a department for the manufacture 
of original paper patterns for a well-known mag- 
azine and put it on a profitable footing in less 
than three months’ time, building up their cir- 
culation without cost and establishing a money- 
making department that is Now PAYING FULLY 
FIFTY PER CENT on every dollar invested. 

I CaN DO THE SAME FoR YOU. 

For further particulars address 

“FASHIONS,” care Printers’ Ink. 
HEN YOUR WIFK’s DIGESTION SEEMS 
BEYOND REPAIR, 

and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. Iti diately the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake or fraud. Howelse are you tobe 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what is called for. Try it Just 
Once for One Time. Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’! 
Agent, 13 Stone Street, New York. 


$3 ‘1 
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COIN CARDS. 


Less for more; any printi 
THE GOlN WRAPTER 00. Detroit, Mick. 





DESIGN NERS. 


ESIGNS one illustrations in colors and black 
and white for all purposes. ead KINSLEY 
10, 220 Broadway, New York 


—— +94 
MAILING NG MACHINES. 
oT HE 5 OO MATCHLESS M/ Bad ALENT and 


= ikest. Price $12. ALENTINE, 
Mfr., os Buffalo, N 





+o 
CARBON PAPER. 
Ce-emrserea, “non-blurrin 
free. 


eamaphes WHITFIE: pe CA 
PAPER WORKS, 123 Liberty St., New York. 


— >> 
ENG ROSSERS. 
) Kg et and Saminating +4 momestehe, 
imon ro, Cc. 
KINSLEY STUDIO. $00 Broadway, New York 
BOOKLETS, 
engrave ana print for 


wie. design, 
booklets. One talk, one order covers ail. 
THEKINSLE « STUDIO, vb Broadway, New York, 


LITHOGRAPHY AND TYPOGRAPHY. 
ITHOGRAPHED blanks - benie, cutie 


ete., which tupleted by b 
Sepenriting. . Send stamp tors campos. wy 





TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 


R®ce reat thug toe merchants in the 
there. THE RETAIL ROH ANT Dates, fer 

















ENGRAVI VING. 
DERAVING, (line, ne, half-tone, steel, "a, 
hing and artistic prin’ a 
KINSLE TUDO, #90 ), 220 Broadway, New York. 
BAD D DEBTS eee 
5 FRICELY first-class servic Reasonable 


le per- 

mee our ron alwa: 4 our 
= DA at: AND NIGHT patron ae ASBN., 
Chicago Avenue, Chicago. 


— 
ADVERTISING TRANSPORTATION. 


“ing tra publications sell scalpe: a aed 
ae ae a 1 aes "s being black 

Usted ult u Heimat . Our plan money stati 

honorab! AL ADVERTISING "AGENC 


3i7 paw ae New — 


pa EOE 
ADDRESSING | MACHINES. 
DDRESSING MACHINES—No type used i 
allace stencil adaressi 


the a ng machine. r 
ee 
a ers throughou 4) 4 mn 
for ci A ACE & CO.,29 Murray 8t., 
New York. 
ADDRESSES. 
wis ILL stom 50,000 ),000 letters or ayy from 
y, fresh mail-o Tr names at $3 


per amu “STUDENT, » Printers’ I Ink. 
DDRESSES, Jackson county, Florida. 
500 * rT aves ez ‘ 


WELL, Ma arianna, Florida. 


—— ——+o+%-— 
FINA NCIAL. 


FoRs a limited recent pure iod. the JOSEPH SHOLL CO., 
Bey -y~? of the roprietary 
netiene’ busin f the late Joseph Sholl, 
prietor of Sholl" 's s infallible Pills, offer a cer in 
number of — o capi stock at par 
value, $5.00 each. For partogiars L a 
stamp, JOS. SHOLL — INC., Burlington, N. J 


TYPEWRITERS. 


N EWSPAPERS may secure secure new $100 style type- 
writers without money; unique adv. propo- 
sition. MUTUAL ADV. AGENCY 317 Broadway. 


Rane deal — red fifty, iota’ par offered 
Cy rs an per cals cash. 
ng; UteaL 


adve M 
ADVERTISING SGENCY, 317 Broadway, N. ¥. 


— + - 
ANNOUNCEMENT. 
(GG SORGE W. CRAIG beg begs to announce the 
severance of his connection with the Stand 
ard Sanitary Mfg. Co.,as Advertising Manager: 
preparatory to entering the advertising field in” 
another capacity. Address for the present, 200 


North Craig Street, Pittsburg, Pa. 
—_—_——_———_ -9e——_——————" 
CIGARS FOR SALE. 
West i — ty. a better c on 5c, straigh 
Raceiens win ‘or 10c., impor 
, genuine Sumatra 
Pe, 4 ‘inches long, Union 
‘or 60c. we wi 
id to any address 
in the U. 8. "and. if they do a make good, return 
them and receive your mon 
HARTFORD ClGaR Cco., 
1115 Main 8t., Hartford, Conn. 
HALF-TONES. 
RFECT copper half-tones, 


oy in. THE youndsTow 'N ike EX. 
GRAVING CO., Youngstown. O 
E br may — to estimate on your half tones 
‘or the newspaper or other work. 
gTANDAND. ENGRAVING .,61 Ann St., New 
ork 
EWSPAPER HALF-TONES. 
2x3, 7bc.; 3x4, $1; 4x5, $1.60. 
Delivered when cash acco: mpanies the order. 


8end for a NG 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
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CIRCULARS. 
7 OUR CIRCULARS bonestty mailed; 0c. 
aR .., 1 per 1,000. DANA M. BAER, Dept’ X. 
ie, 


————__~+»+——___—_ 
PRINTING SPECIALTY. 

ONG runs of gotnting, eat not longer than 
15x18, in one or more colors, Get our 

ates. Trade orders receive discount. oUF ING, 

165 William S8t., New York. 

ADVERTISING AGENTS. 

af ey INT BAL. Mane sig 








secure 
ir wan 
CIAL DVERTISING GGENCY. Charlotte, N 


BUSINESS OPPOR OPPORTUNITIES. 
HE MAIL-ORDER WAY_ 
THE ONLY WAY 
TO MAKE ~ a4 
It =e r+ laviting, & lexjtimene and co; 


e Mail-Order ~—y 4 In 
os a... it on an dreds next to making 


yb 
mo Three months” trial fifteen ce cents, 
~— LOUIS GUENTH 
Room O, Schiller Buil 
Chicago. 


CALENDARS. 
OST artistic line of adve calendars 
4 ever offered. Write for etoe fink. 
BASSETT & 8 
45 Beekman St.. New York City. 


eek CALENDARS—Size 5x7. rich mist-grey 
at board backs, two color pads with large 


figures. Space for ad measures 3x4 inches. 

is is certainly a Lo ag eas ive little 

calendar, and the price, our ad, is 

only 6 $76, ‘00 per thousand. | Louis K & SON, 
above Phil 





pacer ene sol 
PUBLISHING a OPPORTUNI- 


A? OUNG man wil 9450 or ae. } — 4 
build a fine wee! 
can learn o' 


Foes Sarasin Minced Sur 


CAN offer good p 
the followin, tree Se 1 
pate . fate ihe : 
6,000 hy 00, 4000 
ood, 8 ‘for the thd’ there = | 
eaci good $ Broadw righ " 
DECORATED = BOXES. 

th HE ofa ofttimes sells it. 

You cannot imagine nee enatetaty tin 
boxes can be decorated and ne ph 
until Fay get our samples and 


year we made, amon 
ten million Cascaret 





any — + ou ma: 
— fo OPP an COMPANY, 
Brook! New York. 
i largest ‘maker of Tin Boxes outside of the 


PRINTERS. 


OUKLETS by the million. Write for booklet. 
STEWART PRESS, ESS, Chicago. ~ s 


CA Weatew er RT rinted in, large em 


PPTEES. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 
EDUCE EXPENSES—Bo! ~y me ietterhande, is, print- 
cen j 
Samples. Thee Pro. TG. HOUSE, Cohocton, N.Y ” 
i Pa are not satisfied where you are, try us. 
rintd prgmtiy and satictactorily, UNION 
PRINTING CO. 5 Vandewater St., New York. 
W* make a A specialty of of 16 or 32 booklets in 
runs of fro’ — ten to one qantees thenrund. 


our We e freivh 
MITCHEL PRINTING 





wM. 
I™ Greenfield, loctomn. 








HOUSE-TO-HOUSE DISTRIBUTING. 

E makeas an \ honest, intelli nt rr | 
descrip’ tone th 34 the ely United ot states, 
We employ sthroughout the ‘perienced, local men, 

whe pe oaitively guaran sure service 4 each distribution, 
e posttiv 
fully mak 


tee the service and cheer- 

eS goed whe re contract olated. 

Ten — experience in handling national con- 
We are placing millions of pieces monthly for 
Lu ‘general ad advertisers Yo whom we can 

voter Zou. Pleased to answer inquiries and map 


te 
Address Mal WILL A. MOLTON 
DISTRIBUTING AGENCY, 442 st. Clair St,, Cleve- 
land, Ohio. 

ees 

PREMIUMS, 
secure $100.00 quickiy for or 
71. deficiency or your mortgage 
or you con buy 3 your own premiums, by our new 
TAKANAP SOAP 8O., Darby, Pa. 
YON & HEALY'S NEW PREMIUM CATALOG, 


~ ana ready ag yy instruments 
lescriptions, inclu spec: ¢ 
om $20,000 worth of our mandolins 


mac! 

and guitars used in a ‘e year by one firm for 
Ls jams. Write Seceael J PRE 1UM CLERE, 

on & He Healy, 199 Wabash Ave., Chicago. 


b ye-- e .Z goods are trade builders. Thou- 

< sequenive premiums suitable for 

publishers and others froan she foremost makers 

ta oo deaiers in jewelry and kindred 

lines. 500-page Bice ustrated ¢ oo. 
iblished annually issue now ready; f 

. F. MYERS CO.. Ow. 48-50 52 Maiden Lane, NY. Y. 


PUBLICATIONS. 


A AN ADVERTISING EDUCATION 
is one es aid to money making. 
But it is not the ONLY factor. 


y 
is the er branch of business education and 
a knowledge of its principles is essential to a 
com ve erasp usiness affairs. 
“BUSINESS AND FINANCE” 
is a month! caeiientien, dealing with the finan- 
os = of modern business. = lains the 


and the advantages ANIZA 
Tow, CONSOLIDA’ r TON AND INCORPORATION, 





° 


ription 
THE Busi Rance Pi ¥ BLISHING 


Some 
56a Hudson Building, Now York, N. Y. 


ADVERTISING NOVELTIES. 


p4zmncep Pocket wae, 4x7, 1,000 os 10, 
including ad. Wear =. leather. nd 








& SON, 5th above 
C COAT HANGERS—NEW STYLES. 
Specially Bd advertis- 





ractive. 
RCMAR mea. CO., Canton, Pa. 


A} BRIGHT steel nail file, file, $30 per thosand. 

by | Ne gene in cases, $20 per thou- 
of each in leather cises, 0c. 

=. —- =| J. C. KENY¢ KENYON, Owego, N. Y. 


ELLULOID blotters cost n p= 4 more Loe ordinary 


ones do <i ey md ts where the 
others fail. r samples and prices. THE 
— nt BADGE OVELTY CO., 253 


TE for sample and price new combination 


WHITEHKAD & HOAG CO., , is 

Branches in all large cities. 

sé Le TRAVELFR,” (catalogue), 1001 aa- 
vertisiv.g edit ned in wood. tin, leather, 

ae and paper; two 2c. stamps: pei requert on 

stationery. BOLLIDAY NOVELTY AD- 

TISING WORKS, Knox, Indiana. 


R Premiums and Advertising purposes, 
have an article of rare merit. for men’s ana 
’ wear. We wish to get in touch with a firm 
who can handle our entire productior of five 
bundred thousands to ten hundred thousands, 
year £1908. G. P. COATES CO.. 
Uneasvitle, Conn. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


LLUSTRATING, designing, ete for cove: 
book. , and crests. THE KIN! SLEY 
STUDIO, Broadway, New York. 


a 
ADVERTISING TO THE TRADE. 


| yt you want to wake up your trade with a mail- 
series of cards or folders, entirely out of the 
ordinary, write tous. The overtones force ofa 
mail-series 1s largely cumulative. e 
accept an ordor “pA less than six pieces. You 
could not a eyo ey oe by peadiog 
re no r the eS 


number of concerns you want to reach. We —_ 
tell you how much we think 73 ought to spe 
and show samples of the sort of matter we pent 
oa ~ eS A mail-series is not suitable for retail 
ve b 
The H.1, IRELAND ADVERTISING AGENCY, 
925 Chest Street, Philadelph 





—— +o -— 
ADVERTISING MEDIA. 
25 Cc. hg “ & puts een Y ad in ANYBODY’s MaGa- 


10 & Se TS pet line for ne for advertising in THE 


Bethlehem, ?: hiehem, P 
ry CENTS ag gy * ays. bang! ey ae 
25 Brock’ Cireulati tion, July, 9, 


(ADVERTISER'S Gt GUIDE, N New Market, N. “y a. 
ig card request will will bring sample copy. 


wt us about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS AS8’N, Phila., Pa. 


Air person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 


OULTRY upwe, 250. year; year; ad rate, 70 cents an 


inch disp! Circulation 7500 monthly. 
WILLIAMS & METLAR, New Branew ick, N. J. 


RY GOODS REVIEW, 506 Security Bldg., Chi- 
cago, goes country merchants. Sworn cir- 
culation, 3,000; adv. rate, $1.50 an inch, lic. a line. 


T= PROGRESSIVE MONTHLY, eutionsoelia, 

Best medium for those wantin 
reach —e.. or the maii trade. Rate, 10c. ow 
on request. 


‘THE BADGER, 300 Montgomery Bi 
waukee, Wis. a family ar circulation 
pnereag 60,000 copl , rate 30 cents a . Forms 
lose the 23d. A sk your agency about it. 


RACTICALLY without competition in a busi- 
ness and soushensiet ~ uy C4 of bag —— 
— a A LECROR.” ai rinch. per 
“REFLECTOR.” 4ist St., Be Brockipa. 


Guar circulation, 11,000 monthly. 
Rate, 5 cents a line (seven words); 70 cents 

inch; cash with order. Sample free. THE 
WELCOME VISITOR, 392 s. Troy St., Chicago, Ill. 


NLY 50c. per line for each insertion in entire 
list of 1 eter 2d —s. jy mostly i 
York, New Jersey Pennsylvania. 
ONION PRINTING CO., 165 Vandewater St., N. ¥. 


5 CENTS an inch puts your ad one time in the 

SPRINGVIEW HERALD, Keyapaha Co., 
Neb., weekly. Reaches farmers, sockmen, be —_ 
ers. merchants. T The Christmas HERALD will be 
one 0} 


atm Sg AID, 164 Ta Salle 8t., . 
APY sber, 88. 








,is com leted with Novem 
Gives be ANE ra of 400 leading newspa- 
corre . Vea 


rs, bserip- 
ion 25c.; sample 6c.; stamps taken. 5,000 circula- 
tion to advertisers each issue. 


F you want to reach the cotton and cotton oil 
trade of America. use INNER A! ILLER, 
Memphis, Tenn. This is a high-class trade and 
heavy buyers of all kinds machinery and pe 
chinery supplies. If you want to keep 
cotton and cotton oil. subscribe for it. Three 
Coase per year. Write for sample copy and ad 


100.000 Snare ine? tite: ot 
PATHFINMER offers the ad ser every ee 
Patronized by all leading mailorder firms If 
rs m are TR ee and do not know of Ba 
Ack fe for agen | and ates THE I nen 

le an: 
Washington’ D c. PATHFINDYE, 
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MAIL ORDER BUSINESS. 


AIL-ORDFR articles, best out, just out 

M DARLING & CO, 6236 N 62 N. Clark, ¥ A, 
ENTS—MAIL ORDER FIRMS—Our now 1284 

ACRE Ca te Doron catal logue Just out “Pree. ” 





SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
W. of 17 Spruce St., New York, sell more mag- 
—« cut inks than any other ink house in the 


special prices to cash ash buyers. 
TYPE MAG Koma SUPPLIES 
NING. 
, air cushions, tapeless de- 
table Cottrelistribation, 
pbell 2-Rev., "table distribution, front 


wea 
‘9x42 Cottrell Drum Cylinder, air cushions, 
table distribution, ta 


less delive: with teak 
horse e e, ° 
god running order. pees ot $1 i 
And many others. Let us our want. 


SONNER, FENDLE! k % %o., 
Warehouse, 56 Beekman hes 33-43 Gold St., 


FOR SALE. 


INOTYPE for sale. First-class condition. 
| Fa Address “B. M. M.,” care of Printers’ Ink. 


AIN—Four and eight-page Scott perfect- 
Bene pre with full’ modern | stereo outfit. 


E, Oakland, Cal. 
—ae purchasi ies nd we 
esses, -— serial, 
ona for Ln ad BARD PRESTON, 


Oliver Ay ly 


Fr biades an d parts: min 50. Good as 

es an 

Make ansh oer. A. HOLOSMB. 3310 Tracy 

Ave, Kansas City, Mo 

42X 60 POTTER TWO-REV.; will print 4 
‘. of a7 or & col. ‘yore. RICH 
‘or bo per wor 

kD. PRESTON, 67. Oliver Bt. Bo 


OE DOUBLE CLANS. wih or wiow 
ay attached; will of 
hour. will 


wade in’ part a Sete * Leatpe PRESTON, 
167L Oliver St., Boson. 
Press, 6,000 pe per hour. New tw 


O° veare ays 
ago. Our wing circulation %e 
a ao by ® our times our present 


capac Song want to buy or sell. 
PATCH, iy Norfolk, 
Poe! SAL ay eh - es condition, eros 


ches use se oflinsty 
=. e*2 cash offer. A. Wet OMB S31 
Ave,, Kansas C City, Mo. Mo. 
Ps \ a~e oy > ‘grade magazine Gunde. £0- 
seaee), with good circula- 


"Teasens for selling, interests in other 
a too grea to take careof it. Address 
“MAGAZINE,” care Printers’ Ink. 


eax ops typesetting ma machine for sale at a 
used only a “short time; good as new; 
just the thing er office. Address 


A 
325 Dearborn St., porn Bt., Chicago, I. 


VFRY theatrical entertainer, professional or 
m who wants a book 


Jase out; $1 per copy; pad ne. 

= ori nal jokes an ee, on comic 
onials - e| 8, poems, 

ine on en ee tc ge Money back if you wantte uf 

'ADISON, 1404 Third Ave., N. Y. Ci 

> 





ADVERTISEMENT CONSTRUCTORS. 
Tr pa want live ads, opdrens % GREENBERG, 


Flo ~ wei Brook’ yn, N 
100" as: 
Bair PUB. co. “toronto, Can. 
; selling toys, 50 cents. ED 


HE best ad for selling to; 
THE ADWRITER, Room 4, 50 Main Street, 


H 
Waterville. Me, 


store $1.00 
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$-—t Langley, Chi- 


Ee Shing Soe holiday ceedainen 
Ww? veer, bas bait is good. JAMES J. NORMILE, 
Station F, Bosto! 


Gracias ay and special ping for evi 
retail yustqess. Very ie Com rates for 52. A 
LEAGUE, New York. 


Ppregecst, common-sense, busin: Sieaing 
advertisements written. ESTRLLE B 
THING, 22 Munn Ave., E. Orange N.S. 
ENJAMIN SHERBOW, 3148 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature erature exclusively 
Or writer of exclusively grocery advertis- 
HARLES. G. GROFF, —_ Ohio. 
mark, 


FS: w. Keunger, 30th 
, writes we ihe Pak 





ENRY panto 
918-920 Drexel Ee ae Philaaeiz 
Adwriter and business adviser. Write. 
Y GROCER’S ADVERTISING makes his 
prodastet ar. to good to the housewife. 
KJOY, OVEJUY, Box 1, Roslyn, Pa. 
RIGINAL, catchy ads are Da gene’ ef busi- 
Oa tact ny ade are write, and at rea- 
sonable prices DALTON E. LEDNUM, 2349 N. 
30th St., Philadelphia. 
NOt chng but enable see. Sa pioe 
oO ut le it, believ- 
able talks. L. FINK. 16 16 South Fifth 8 "; Philadel- 
phia. Booklet free—postals ‘ 


Je winning booklets. Nena oll » malian 
cards, prospectuses, form letters, etc., writ- 
ten, illustrated, i" Write for free book klet 
“How We Hel ‘ertisers.” SNYDER, — 
SON & HIND x on ‘Tribune Bldg., 
$6 FJ OW can Imake a mail order business bey?” 
answer to this importan 





A 
—. The 
m the Start. 


es u 
lets, circularising plans, rewor 

lets, circu p! rew schemes, 
etc., for medical, merchandise, orking agents’, 
premium, rel jous, occult science and other 
mail-order bi ess. Full of valuable informa- 
tion to “old timer” ons Saaee, Sent ‘ko 
za one sincerely inte: Address EUGENE 
KATZ, 503 Boyce | Building, ilding. Chicago. 


Y_ SPECIALTY eer ADVERTISING FOR 
MANUFACTURERS AND WHOLESALERS. 
{~— wish to exploit some product and do 
not now what methods to pursue, I will out 
lan of campaign, a media and met 
‘ich seem best ada) the purpose. If you 
have a well-defined plan of your own, ; will phan 
ply you with the n erature 


my methods. bya for them. 
, plans and high grade literature for adver- 
tisers, od Tract Bldg., New York City. 
MAKE aspecialty of small CIRCULARS, 
> al ETS one FOLDERS for inclosure with 
your correspondence. Ly ickly 
read. porinent things best ca) ention 
of the —— ouay class to whom yd “Took = 
patronage. aoe oa - its—if be amg 
necessary —a crisp, concise, interesting tell 
your story, es bined with agree aii 
be a 2° Se and tasteful 
fitable. 


type t 
Would you like to see ad of Saalworkt It 





, and your inquiry sucgests nossible busi 
I will be ph to mail you quite a lot. Postal 
cards will not 


be n 
4. FRANCIS I. MAULE, 402 Sansom 8t., Phila. 


HE business man who neglects any meeene to 
get in all the results from his ad 
pace the same ® per mae adgmnens a as the farmer who 
leaves part 01 a 
harvest is never complete until the groun 
Seem yp raked. The follow-up i 
re the yr — ers—the more _ skil y they are 
writen the lareer tery for pave been writing 
sine let ‘or ten m 
best recommendation to you will "be th i 
will do for you if you 4 me prepare you 
copy. I write tneeweetin booklets and resultful 
advertisements also. Address 
PRANGIS WINDSOR. 
494 LaSalle Avenue, 
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Largest Circulations. 


AN EXAMINATION OF N OF ROWEI. D'S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1903 
REVEALS THE FACTS STATED BELOW. 
INDIANA. 
The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 


NEW JERSEY. 





Guide, Newmarket, is one = 
the o seven advertising 3 that ha: 
credit ‘or 5,000 copies. § Sam) 

NORTH © aaaeema. 

The Charlotte News has the “highest actual 
average circulation ratin ne. in Sone, in the 1903 
issue of the American jowspaper D rectory of 
any daily in North Carolina.” 


TEXAS. 

The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 

“QUEBEC. 
Fay 5 and Katy Star has a 
.. E, - circulation rating is accorded to 
any other paper in Montreal. 








= ye oe under this 
subject pproval editor. ress 
copy and remittances to Ed or - ODDITY Column. 


peaties are 3 centsa 





gp rons big postal card. A real oddity 
famous business bringer. pope 
free. WM. JOHNSTON, 45 Rose St., N. Y. 


OOK-LOVING STENOGRAPHERS can 
have absolutely free one new novel per 
some, their own "selection, b; 


Legg Ba ox C4, Wace 
RS’ 
BUREAU, Hoon on 16, 12% Liberty St., New 

















NOTES. 


THe Century issues a small brochure 
outlining features for the coming year. 

Ture Bartha Press, Boston, sends out 
a folder entitled “‘Reliance’”’ which is well 
— in the style of Maxfield Par- 
rish. 


“You Did it Last Week’”’ is a pointed 
folder about the Simplex-One-Man Type- 
setter, made by the Unitype Company, 
150 Nassau street, New York. 





Tue latest mail order catalogue of 
Rex shoes, made by B. Rosenberg & 
Sons, New Orleans, is a twenty-four page 
booklet showing styles and giving all ne- 
cessary information. 


From David Adler & Sons, Milwaukee, 
Wis., comes their fall and winter “‘Fash- 
ion ‘Suggester,” showing a line of men’s 
clothing for all occasions. It is accom- 
panied by some excellent trade journal 
inserts. 


THE Cleveland Rubbe Rubber Works, Cleve- 
land, Ohio, is mailing a series of efec- 
tive cards describing Jupiter and agp 
packing, reaching engineers. Copy and 


designs by Seth Brown, the Cleveland 
adman. 
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THE Morrison Magazine is an occasion. 
al periodical published in the interest of 
the Advance Argus Co., printers, Green. 
ville, Pa. It contains interesting matter 
and pictures, but the name of the firm is 
not so prominent as it should be to bring 
the best results. 


—~oo——_——. 
IN LINN CREEK, MO. 


Linn Creek, Mo., Nov. 16, 1903, 
Mr. Geo. P. Rowell & Co. 

Kind Sirs—Permit me to say to you 
that I am going to launch a magazine 
January ist, 1904. If the Lord will 
(being a minister, we use this term), and 
I want all the —— I can get that 
is legitimate. he azine will be 
mostly suited to Rang olks. You can 
send me a list so I can make a selection, 
lt will be 5%4x8 in. 2 col. magazine, and 
our rates will be 90 cents per line, $150 
per page, $75 per half page or col., $40 
per half col. No discount for less than 
six pane Bag but on six months or more 
six per cent discount will be given. We 
will issue 50,000 for January and will 
then put out —_ more. It is for mis- 
sionary work, as that is my business, and 
our magazine will contain the best litera- 
ture that the world can produce. and 
we will call it Shepherd’s Missionary 
Magazine. I want 100 pages of ads 
and not a bad one. Write me at once. 

Yours for success, 
Evp. B. F. SHEPHERD. 

P. O. Box 136. 


It is almost a wonder that every 
clergyman does not start a maga- 
zine. It is as easy as converting a 
Chinaman.—Ed. Printers’ INK. 

ee oe 

NOT TO SIGN A LETTER IS 

NAUGHTY FOR A GIRL. 
CLEVELAND, O., Nov. 20, 1903. 
Editor of Printers’ INK: 

There happened to be an old copy of 
Printers’ INK on my desk, dated Oc- 
tober 28th of this year, and my eye 
lighted on that article on page 40, 
headed “What Becomes of Good Adver 
tisers when they die.” 

Though only a girl, and not oot 
much about oe and advertising 
couldn’t suppress a chuckle at that re- 
ference to Mr. Beeman, the chewin 
gum man. Of course, that dear old sou 
is alive, and he isn’t so very old either: 
I don’t suppose he is more than fifty- 
five now. fe is a familiar face about 
town here, and I believe is as enthusias- 
tic a yachtsman as ever, and very far 
from dead, let me assure you. I just 
wonder what he would think if I were 
to cut out that article and mail it to 
him—I have half a mind to, anyway. It 
would certainly startle him, of that I 
am more than sure. I guess the reason 
that article appealed to me so forcibly 
was because he is the very image of my 
revered papa, and the funny experiences 
my father has had with people who 
imagined him to be the gum man are 
numerous. 

Is this reply impertinent—for a girl? 
But the spirit yey me to write, and 
I could not say it n G. L. W 
47 Holyoke Place, "Cleveland, Oo. 
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FIFTIETH WEEK. 
In response to the weekly ad contest, now in its fiftieth week, thirty-five 
advertisements were received in time for report in this issue of PRINTERS’ INK. 
The one reproduced below was deemed best of all submitted. It was sent 
in by Roy V. Rice, 310 Thirteenth street, Milwaukee, Wis., and it appeared 
in the Pioneer Press, St. Paul, Minn., of November 10, 1903. A coupon was 
mailed to Mr. Rice, as provided in the conditions which govern this contest, viz.: 
Any reader may send an ad which he or she notices in any periodical for 
entry. Reasonable care should be exercised to send what seem to be good 


@ ® Finger Mark | 
@ orlrade Mark- i 


Which? 


Common Soda Cratkers—fingered from the time \ 
they leave the baker till you get them in a bag, y 


OR | 


Uneeda Biscuit in the In-er-seal Package with’ 
all that the In-er-seal Trade Mark means— 
sealed tight, kept right, from the oven to the table. 
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Which will YOU have? 


NATIONAL BISCUIT COMPANY 


[ms 
x LSS SS SSS <a 
advertisements. Each week one ad will be chosen which is thought to be 
superior to every other submitted in the same week. The ad so selected will 
be reproduced in PRINTERS’ INK, if possible, and the name of the sender, to- 
gether with the name and date of the paper in which it had insertion, will 
also be stated. A coupon, good for a year’s subscription to PRINTERS’ INK, 
will be sent to the person who sends the best ad each week. Advertisements 
coming within the sense of this contest should preferably be announcements 
of some retail business, including bank ads, real estate ads, druggists’ ads, etc. 
Patent medicine ads are barred. The sender must give his own name and 
the name and date of the paper in which the ad had insertion. 























BY GEORGE ETHRIDGE, 


READERS OF FRINTERS* 
CRITICISM OF COMMERCIAL ART 


A very important thing in the 
illustration of advertising matter 
is the prominence which should be 
given the article advertised, or the 
thing or figure which tells the 
story, and the subordination, if not 
elimination, of everything else. 

If you are advertising a chair, it 
is highly important to show the 
chair, and if you attempt to show 
all the rest of the furniture of a 
room you may get a pretty picture, 
but the chair is lost, and the entire 
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Sarsaparilla Symptoms. 





Can’t work, can’t sleep, can’t eat; feel 
irresolute and unsettled. What's wrong? 
The blood. Energy, sleep, appetite will 
return if you try a course of 


Ayer’s Sarsaparilla. 


Send for the Curebook. Free. J.C. Ayer Co., 
Lowell, Mass. 














No.| 


purpose of your advertisement is 
defeated, 

The most successful illustrations 
are those which give most prom- 
inence to the central idea. 

If you wish to convey the im- 
pression that a man is thoroughly 
enjoying a good cigar, show the 
man and the cigar, but leave out 
everything else. If you introduce 


a group of his friends, or show the 
details of the room in which he sits, 
you are. drawing attention away 
from the point you are trying to 
make. 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 







33 UNION SQUARE, N.Y. 


FREE OF CHARGE! 
MATTER SENT TO WR ETHRIDGE. 





In the advertisement here repro- 
duced and marked No. 1 the man 
who is suffering from Sarsaparilla 
Symptoms isn’t suffering nearly as 
much as he would if the table, the 
chair and the screen were left out. 

By leaving them out you not 
only focus attention on the man and 
his sufferings, but you have more 
room in which to show him up in 
the strongest possible way—as in 
cut No. 2. 

The temptation of the artist to 


| *\ 
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No.2 
make a finished picture is a very 
strong one, and he is pretty apt to 
yield to it if permitted to do so. 

A certain piano has been adver- 
tised extensively in the magazines 
by means of full page ads, com- 
posed almost entirely of pictures 
of beautiful rooms with pianos in 
them, the rooms being worked out 
in the most careful, painstaking 
manner so that every detail of the 
furnishing and decoration was 
shown. The pictures are very 
beautiful indeed, but the piano 


stood mighty little chance. 3 
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|, CHRISTMAS 
“< Diamonds 
on Credit 


There is Nothing 


that would please a 
loved one more at 
Christmas than a beau- 
tiful Diamond ring, 
brooch, earrings, 
locket, or a Diamond- 
studded _ watch. 
Neither is there any- 
thing so easily ob- 
tained. 


How? Write to-day 
for our beau- 
tifully illustrated Cata- 
logue, and from it select 
any article that you would 
like to use is a Christmas 
remembrance, or perhaps 
wear and own yourself. Your 
selection will at once be sent 
on approval to your home, 
lace of business or express 
ice as you prefer, There are no 
charges for you to pay, no risk, and 
no obligation to buy. If the article 
yy pleases you and = do decide to buy it, 
you simply pay one-fifth of the price and keep 
it, sending the balance to us in eight equal 
monthly payments. If you decide not to buy, return 
the article at our expense. We pay all express charges 
whether you buy or not. 


We Are the Largest House in the Diamond business. 


We arealso one of the 
oldest—Est. 1858. We refer toany Bank in America—ask your local bank 
how we stand. They will refer to their Commercial Agency books and 
tell you that we stand very high, and that our representations may be 
accepted without question. 

j given with every Diamond is the 
Our Guarantee Certificate strongest ever issued by a responsible 
concern, Our exchange system is the most liberal ever devised, for it per- 
mits you to return any Diamond bought of us, and get the full amount 
paid in exchange for other goods or a larger Diamond. 

of Diamonds, we have a proposition to make 
To the Cash Buyer which is thoroughly characteristic of our 
house. It is nothing less thana written agreement to return all that 
they pay for a Diamond—less ten per cent, at any time within one year. 
Thus, one might wear a fifty-dollar Diamond for a whole year, then 
send it back and get $45.00, — the cost of wearing the Diamond 
less than ten cents per week. Smaller houses cannot follow us in this 
offer, for their smaller business will not permit them to make sales on 
a ten per cent basis. 





There can be no more favorable time than the present for 
making a Diamond purchase, Prices will advance at least 
20 per cent within one year. Dealers generally are agreed in 
this opinion. 


LOFTIS BROS. @ CO. 


Diamonds—Watches—Jewelry 
Dept. P-179,92 to 98 State St., CHICAGO, ILL 
‘a Write to-day for Catalogue. aq 
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THE PROBLEM IS HOW TO TAKE 
CARE OF RESULTS. 


I object to the term “advertising ex- 
pense.”’ Right advertising is not an ex- 
pense and never was. It is an invest- 
ment, a_ business endowment policy, 
which, almost from the start, can be 
made to Pig its own premiums and a 
large profit besides accumulating a fund 
that guarantees the advertiser every dol- 
lar of his investment. 

After some twelve years of constant 
application to advertising and the ex- 
penditure of many hundreds of thou- 
sands of dollars, I do not cease, to this 
hour, to be amazed at the unfailing re- 
sult of all advertising that is in any 
sense well conceived and directed. It 
seems to me the most perplexing thing 
is to prepare for the business that adver- 
tising brings. In many lines of manu- 
facture rapid expansion and reorganiza- 
tion are difficult. This is the constant 
problem of the firm that advertises in- 
telligently.—Geo. L. Dyer, in Mahin’s 
Magazine. 


FAT-FISTED METHODS OF AD- 
VERTISING. 


There is no denying the fact that in- 
telligent advertising is still the excep- 
tion or that most of the large users of 
space go at it blindly, trying first one 
plan and then another until they chance 
vpon a campaign that makes a hit. They 
have great general faith in publicity as 
a “good gamble,” but evidently little 
conception of it as an exact science. 
They do not yet understand it as a force 
to be directed with economy and pre- 
cision. Most of them that stay at it 
long enough flounder into success but 
at an expense that is quite unnecessary. 

It is remarkable what has been done 
—what is still being done—without 
brains, without taste, by the sheer force 
of crude publicity, the brutal paying out 
of money for space. Better results could 
often be had for much less money. But 
some business men and most boards of 
directors would rather pay for space 
than for brains; it is more tangible, they 
understand it better. 

I cannot think of a single instance of 
so-called Trust advertising that is not 
being done this trifling way.—Geo. L 
Dyer in Mahin’s Magazine. 





THE VALUE OF EVERLASTING. 
NESS. 


The man who sticks to one subject 
until he has made an impression may be 
monotonous and often tiresome, but he 
usually makes the impression that he 
desires to make, and in the end con- 
vinces others. The boy, in the poem, 
which is suck a favorite with after-din- 
ner elocutionists, had nothing to sa 
but “Excelsior,” and kept right at it 
until he arrived. Possibly in these 
days he would say “Ostermoor” instead 
of “Excelsior.” It all comes to the 
same thing.—Ridion’s Representative, 
Frank Ridlon Co., Boston. 


Displayed Advertisements. 


Must be handed in one week in advance, 








National Advertisers 


wishing information about 
members of the Associated 
Billposters and Distributors 
of the United States and 
Canada, write 


CHAS. BERNARD, Sec., 
Tribune Bidg., Chicago, Ill. 


CIRCULAR LETTERS 


WE MAKE THEM. 

Our circulars imitate the typewriter to 
pertoction. We are also printers for every- 
hing you may need. y.we send you 
samples? They are free. Enclose stamp 

estimate. 


THE SMITH PRINTERY, Warsaw, Ind. 
Dept. B. 























i asies 
TO THE 


HARTFORD TIMES 


The American Newspaper Directory 
for 1908 accords the largest 


DAILY CIRCULATION IN CONNECTICUT 

















Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 

Your advertisement in these 
publications will bring you your 
share of this trade. Specimen 
copies and advertising rates sent 
on request. 

F. A. OWEN PUBLISHNG CO., 
DANSVILLE, N.Y. 
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CANADA. 


ANADIAN ADVERTISING is best; done by THE 
DESBALtATS ADVERTISING AG’Y, Montreal. 


PRINTERS’ INK. 





























SINCE 1822 


Che New England 
Farmer 


has been the leading Agricultural 
paper in the New tungland ficld, and to- 
da;, under a new and able manage- 
ment, it is more than ever tle leader. 
it is the only journal thoroughly cover- 
ing the Live Stock, Dairy ana Grange 
interests in th:s field, and aims to please 
the women fulks as well as tue men. 
Asan 


ADVERTISING MEDIUM 


THE NEW ENGLAND FARMER -dollar 
for dollar—is the best proposition in 
New England. It has a well paid circu- 
lation of 15,000 copies weekly, and 
reaches a progressive, up-to-date class 
of farmers. Only advertisements of 
reliable firms are accepted at any price. 
If you want to reach the Best Farming 
People in New England—Get into the 
Best Paper. For sample copies, rates or 
other information, address 


The New England Farmer, 
Brattleboro, */t. 
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MILLIONS!! 


of dollars’ worth 


of American goods are sold di- 
rect to merchants in BRITISH 
COLUMBIA. Do you want 
a share of this trade? 


The Colonist 


Established in 1858, 
VICTORIA, B. C. 





** Covers the entire 
province,’’ 


SusscripTion RATEs: 


Daily (including Sunday), 
$6.00 per year. 
Semi-Weekly, $1.00 per year. 


The Colonist Printing and 
Publishing Co., Ltd. “ 
VICTORIA, B. C. 


9000-000000000000000000 













“sy on 
— 


—— 
—= —_ 
—_— 


Ideas and Suggestions 





_— 


they should be done. 


No, 33 Union Square, 


for Advertisers. 





A good many advertisers have their own print shops or their 
own pet printers, and think they are far more capable of writing 
their own advertising than anybody else can possibly be. 

Such men feel quite capable of carrying out ideas, but fre- 
quently confess a scarcity of ideas. 

If you belong in this class and will tell us your story, we 
will for a moderate fee make a study of the situation and suggest 
original and novel things to do, and give you our ideas as to how 





Of course, we shall try to convince you that it would be 
wise for you to commission us to complete the work, but you do 
not have to be convinced, unless you want to. 

At any rate, we can start you right. 

Don’t forget that we write, illustrate, engrave and print 
everything that comes under the name of advertising. 


THE GEORGE ETHRIDGE COMPANY, 


New York City. 










































PRINTERS’ INK 


TheBestSchool 


Special Offer. 


The special offer in the fourteenth 
week is twofold : 

1. Anyone sending Zhree Dollars 
can have Printers’ Inx for a whole year 
if the amount is sent between Now and 
December 31, 1903. This offer is for 
the purpose to enlist young men and 
women as subscribers to a paper which 
constitutes the best and most practical 
advertising school in this country. 

2. Anyone sending a check for 
Twenty Dollars between Vow and De- 
cember 31, 1903, can have a paid-up sub- 
scription to Printers’ Inx for the term 
of ten years. Or, he may send PRINTERS’ 
Ink for one year to ten different parties. 
This offer is for the purpose to assist 
wholesalers, publishers and mail order 
dealers to get PrinTERS’ INk cheaply in- 
to the hands of prospective advertisers 
or clerks, who, if they studied PrinTERS’ 
Ink would become more useful assist- 
ants in the course of time. 


BOTH OFFERS ARE GOOD 
TILL DEG, 31, 1903, 
AND NO LONGER. 











14TH WEEK. 








PRINTERS’ INK. 


‘sLike the Cat’’-- 
Came Back. 


We have not tried your inks for some time, 
but, like the cat, have “come back.” 
HERALD, Wellsburg, W. Va. 


We are having bad luck with our inks lately, 
and the inks we used of yours always gave us sat- 
isfaction, so we wish you would send us some more. 

W. R. BAxTER, Chatham, Ont. 


I am ready now to go back for keeps to a 
money-back-if-it-don’t-suit ink man. When your 
ink arrives shall celebrate by making a bonfire of 
the 75 lbs. of the other fellow’s ink I still have on 
hand. STANDARD, Holley, N. Y. 


Many publishers and printers throughout the 
country are so carried away by the promises of the 
glib-tongued ink salesmen, that they believe almost any 
story toldtothem. The idea of not having to send 
the cash in advance acts like a bait, but when they 
find the inks are not upto the standard, and com- 
plain to the credit ink houses, they are politely in- 
formed that the ink must be all right, as thousands are 
using it. Mr. Hayden, of the Holley, N.Y., Standard, 
was one of the victims, having ordered from an ac- 
quaintance, and even though he offered to pay the 
transportation charges both ways if they would ex- 
change the ink, his request was ignored. This is not 
my method of doing business. Every ounce of ink is 
guaranteed, and when the purchaser feels that he is not 
thoroughly satisfied with his bargain, his money is 
refunded, along withthe cost of transportation. Send 
for my new price list, containing valuable suggestions 
for the press-room. 

Address 


PRINTERS INK JONSON 


17 Spruce St., New York. 





PRINTERS’ INK, 


THE FARMER'S SOLILOQUY. 


It ain’t so very long ago since Ma made all our clothes, 
An’ Grandma sat cach evenin’ a-knittin’ mitts an’ hose, 

An’ the peddier brought our pots an’ pans an’ all that sort 0° stuff, 
An’ when we needed other things — the store was near enough. 
But, by Gosh! that’s all changed nowadays; if you evan want 2 pail, 

You sit down an’ write a letter; you can git it now by mail! 


So fat as | can see, it makes no difference what you wish — 
A line fer hangin’ up the clothes, a pot fer cookin’ fish, 

A trunk, a bed, a candlestick, an oil cloth fer the floor, 
A box 0” writin’ paper or a spring-lock fer the door — 

If it’s sold on airth them advertisements put you on the trail ; 
You took it up in COMFORT, an’ order it by mail. 


An’ in COMFORT it ain't only things to use an’ eat an’ wear — 
There's stuff for dosing chickens, an’ there's stuff for growin’ hair, 
There’s every sort o° cure, in bottles and in pilis, 
For every durn affliction in the list 0” human ilis, 
"Say, | almost think if our old hess should go an’ lose his tail 
| could find some man in COMFORT that sends bran-new ones by mail! 


Ws te same right trough te Hit 6 things pon bare to have to Br, 
From a rubber-tired buggy to a nickel-plated sieve 

From a pair 0” Arctic rubbers to a patented glass-aye; 
From a book o’ temperance sermons to a red an’ a 

Hf you wanted plain salt codfish, or a living spoutin’ whale, 
(bet some chap in COMFORT could sell ye both by mail ! 


is the Leading 
Mail Order 
Monthly. 


It 1s edited and 
published entirely 
for the country 
people — those 
who by force of 
circumstances are 
compelled to 
buy by mail. 


Comfort goes each 
and every month to 
over One Million 
and @ Quarter 
individuals, which 
is equivalent to 

six million readers 


No mail order 
advertiser can 
afford to omit 
Comfort from his 
list. 


Ask any 
Advertising Agent 
about Comfort 
or write 
W. H. Gannett, 
Pub. Inc., 
Augusta, Maine, 
or either of the 
branch offices in 
New York 
and 


Chicago. 











